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| Does This Happen To Fit 
Your Business? 





Would a plan to secure as your 
exclusive Agent the best dealer in 

== fl each town and city of the country 
help you? 

If yes, get from us the names of 
large manufacturers who will tell you 
we have done this for them. 

You cannot be more “different” 
than those to whom we will refer — 
you. 





CONVERSE D. MARSH, 


Chairman Executive Committee, 
THE BATES ADVERTISING COMPANY, 
15 Spruce St., New York City. . 











The Explanation is—new methods. 
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Lost—An 1 Opportunity 


A few weeks ago Printers’ INK announced a 
series of eight special issues, the first to be put 
forth on July 17. Each of these issues, it was 
stated, would go to 2,000 non-subscribers (16,000 
in all) in addition to the regular mailing list. The 
list of extra names was secured from the Chicago 
Daily News, and is, perhaps, the best list of adver- 
tisers that has ever been compiled. 


The third issue of the series goes to press to- 
day (July 24). There are many publishers who 
should be represented in the five remaining issues. 
Ten thousand extra names—no advance in rates, 
Classified advertising, 20 cents a line per insertion. 
Display, $3 an inch, $10 a quarter page, $20 a half 
page, $40 a page. For the five remaining inser- 
tions, multiply these prices by five. 


Press Day for the Next Special 
Issue July 31st. 





PRINTERS’ INK, 


10 Spruce St., New York. 
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VoL. LX. 


SECOND TO NONE. 


DAILY NEWSPAPERS IN THE NAT- 
URAL DISTRIBUTING CENTERS YOR 
MERCHANDISE ARE ON A FOOTING 
WITH MAGAZINES AS GENERAL 
MED{UMS—FEW NEWSPAPER PUB- 
LISHERS EVER TAKE THE TROUBLE 
TO SHOW ADVERTISERS THIS— 
HOW THE WHOLESALE AND JOB- 
BING ORGANIZATION SHOULD BE 
EXHIBITED BY THE PUBLISHERS 
IN SUCH CENTERS. 

In setting a daily newspaper 
before advertisers, does the av- 
erage publisher always do_ his 
medium full justice in the mat- 
ter of comprehensiveness? 

The tendency is, usually, to 
speak of home circulation, and 
show by statistics the importance 
of a daily paper’s community as 
a local proposition. Emphasis is 
put, perhaps, on factories, amount 
of wages paid monthly, the daily 
bank clearings, the prosperity of 
the town as shown in its build- 
ing operations, etc. Sometimes 
the publisher makes strong claims 
for the importance of the town 
as the metropolis of its State. 
But one seldom sees such a me- 
dium advanced as anything more 
than a local one, desirable to the 
advertiser because of the thor- 
oughness with which it covers its 
home community. 

Now, out of 2,000 daily papers 
in this country, a large propor- 
tion are necessarily local me- 
diums pure and simple—useful as 
part of a great national campaign 
which embraces many newspa- 
pers, but not especially potent by 
themselves. : 
There is a good proportion of 
the daily papers of the United 
States, however, that cover a 
community so large and import- 
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ant as a mercantile center that 
valid claims may not only be 
made for them as_ indispensable 
parts of national advertising op- 
erations, but they may very justly 
be recommended as_ mediums 
covering such wide territory as 
to be entitled to consideration 
with any great magazine. 

If a national advertiser, for 
example, were considering the 
use of a dozen leading weekly 
and monthly magazines, with 
views to covering the whole 
country, there would be, nothing 
at all fantastic in offering for his 
consideration in connection there- 
with such newspapers as the Chi- 
cago Daily News, the New York 
World, the Boston Globe, the 
Philadelphia Bulletin. In number 
of readers reached, such newspa- 
pers compare with the largest 
magazines, The closeness and 
constancy with which they cover 
their communities, too, makes 
them more direct and potent than 
the average magazine circulation. 
On a basis of cost the newspaper 
has advantages, and in frequency 
of issue and direct connection 
with the machinery of retail dis- 
tribution all large newspapers 
offer facilities that magazines 
obviously cannot offer. 

But it is as mediums for in- 
fluencing the wholesale and job- 
bing trades that great daily pa- 
pers are most useful to the gen- 
eral advertiser who aims at na- 
tional distribution, and on this 
basis publishers might well ad- 
vance stiffer arguments. A maga- 
zine with 500,000 circulation, for 
example, while covering the 
whole country’ fhinly, only 
reaches two and a half million 
readers under favorable circum- 
stances. As a mail-order medium 
such a magazine would be un- 
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surpassed. As an influence on 
retail, wholesale and jobbing in- 
terests, it can also be made use- 
ful by vigorous copy and careful 
follow-up. But, obviously, it 
would take years to make sucha 
medium show large influence on 
an advertiser’s distributive or- 
ganization, and even were a 
dozen magazines used, the effect 
is that ot the small, steady drop 
of water from month to month, 
a distributive organization being 
built up slowly, bit by bit, dealer 
by dealer, with perhaps much 
costly correspondence between 
advertiser and reader, advertiser 
and jobber, advertiser and re- 
tailer, 

Now, take for example, a city 
like St. Louis. A leading even- 
ing daily there, used vigorously, 
and accompanied by strenuous 
work upon the jobbing and re- 
tail trades, would strike fully 
half a million readers on a news 
_ basis, and create inquiries at 
stores ‘sufficient to immediately 
into 
After that 
had been accomplished, the ad- 
vertiser could suspend publicity, 
depending on the quality of his 
commodity to maintain demand. 
When sales began to show fall- 
ing off, another campaign in the 
same place, striking the same 
public? would again quicken in- 
terest, while the cost of covering 
the jobbing and retail trades 
again would be far less than at 
first—perhaps very moderate. 

On top of this very concrete 
accession of demand in St. Louis 
itself, the advertiser could count 
on a steady percolation of de- 
mand through the whole State of 
Missouri, with no advertising at 
all, because the jobbing and 
wholesale trades that cover St. 
Louis also cover that State, and 
parts of Illinois, Iowa, Kentucky 
and Arkansas. The St. Louis 
newspapers have a small circula- 
tion through the whole State, 
giving what would probably be as 
good a circulation as one of the 
leading magazines. The news 
interest of newspaper advertising 
would lead a proportion of read- 
ers to ask local dealers for the 
article that seemed to be making 


place an advertised article 
every retailer’s hands. 


a sensation in St. Louis, and 
these scattered inquiries would 
slowly but steadily bring orders 
to jobbers. 

It must also be remembered 
that the wholesale and jobbing 
trades are forces in themsely:s, 
and that a local newspaper cam- 
paign in such a city sufficient :o 
place goods on permanent sale 
locally, would inevitably bring its 
share of country distribution 
through trade channels alone. 
Otitside of this large sphere of 
influence, St. Louis is the me- 
tropolis of the whole Southwest. 
What has distribution there, is 
certain of considerable fame and 
prestige as far as Texas. Once 
firmly established in a center of 
this sort, the advertiser would be 
safe in extending operations in 
the newspapers of Kansas City 
and secondary centers throughout 
the whole Southwest, having his 
trade organization in St. Louis as 
a strong sheet anchor to wind- 
ward. 

This function of the daily news- 
paper in general advertising is 
one that has hardly been clearly 
explained in publishers’ bids for 
business. Wherever there is a 
city important as a wholesale and 
jobbing center, the daily papers 
of that city cease to be merely 
local organs, and can be recom- 
mended as valuable units in a na- 
tional campaign, and even as 
competitors of the magazines. 
Count such cities over the whole 
country, and it is seen that the 
problem of covering the United 
States by newspapers alone is not 
so complex as is generally thought. 
New York, Chicago, Boston, 
Philadelphia, St. Louis, Denver, 
San Francisco, Atlanta, Dallas, 
Seattle, Memphis and New Or- 
leans—here are a dozen places 
that would furnish entering 
wedges to the whole country 
geographically. Advertising in 
their newspapers instead of a 
dozen leading magazines, wou!d 
reach more than ten million 
readers in their boundaries alone. 
Among other strong centers that 
might be covered in this way are 
cities situated like Des Moines, 
Indianapolis, Detroit, Kansas 
City, etc, 

(Continued on page 6), 
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The scope of advertising is becoming 
wider. There are constantly less things 
outside the Province of Advertising. 


One of these mornings your product 
will be an advertising possibility. Per- 
haps it is so now. 

The question is, “Will you or your 
competitor enter the field first ?”’ 

There are many business firms to-day 
whose chief asset is the fact that they 
began advertising before the other fellow 
sized up the situation. 

THE SATURDAY EVENING Post has 
made Advertising History. It is going 
to make more, Perhaps you will figure 
in it, 

THE CURTIS PUBLISHING COMPANY 


PHILADELPHIA 


NEw York BosTon CHICAGO . BUFFALO 
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The daily newspaper publisher 
in such a center, provided his 
medium is of first importance in 
its own town, ought to spend a 
little money and effort in laying 
before general advertisers the 
importance of his city as a dis- 
tributing center. Instead of con- 
fining his arguments to claims of 
circulation, and trying to show 
that his paper would make a 
pretty piece of patchwork in a 
crazy-quilt of newspapers cover- 
ing the whole country, he could 
very consistently set forth the 
claims of his town alone as a dis- 
tributing center that makes his 
newspaper a medium to be con- 
sidered on a par with even the 
most influential magazines. The 
way to do this can be given in a 
single phrase—Show who the 
jobbers and wholesalers are, and 
what territory they cover, 


“=> 


THE SCIENCE OF IT. 

Scientific advertising follows the laws 
of psychology. The successful adver- 
tiser, either personally or through his 
advertising department, must carefully 
study psychology. He must understand 
how the human mind acts, He must 
know what repels and what attracts. He 
must know what will create an interest 
and what will fall flat. The study of 
cuccessful advertising throws consider- 
able light on this difficult problem. In 
order to accomplish the highest in ad- 
vertising the manufacturer and whole- 
saler should have a carefully organized 
method. Here are some of the things 
that a scientific advertising department 
demands: 

First—A competent, progressive, sys- 
tematic, business-like advertising mana- 
ger. Ten years ago such a position was 
scarcely known. To-day the advertis- 
ing manager stands at the head of the 
firm. He is the most necessary and 
often the ablest individual. His posi- 
tion is one which requires brains, 
scholarship, tact. It is necessary for 
the advertising manager to be in close 
contact with every department. He 
must know the goods and understand 
the peculiarities of the business he is 
advertising. He must know intimately 
the salesmen; must be able to under- 
stand their reports, sympathize with 
their difficulties and adjust the adver- 
tising department to their needs. In 
other words, the advertising manager of 
a large manufacturing or wholesale 
house is the most all-round man in the 
business world. Upon him depends the 
success of the house. He must be thor- 
oughly acquainted with the ad~ertising 
proposition. He must be a _ specialist 
as well as a man ot general knowledge. 
He must be a judge of art, a writer or 
at least a good judge of copy. He must 
understand type effects. He must be 
a student of on nature, and he must 


know the laws of the human mi: 
Much of his education in advertising 
secured through the study of the gri: 
advertising successes. From these <¢x- 
amples he must learn what kind of 


vertising brings business ahd how the 


successful advertising is produced, The 
advertising man of to-day must have 
executive ability. He must be able 
put his own plans into operation. 
securing an advertising manager thie 
business man makes one of two mis- 
takes: “He either selects a man who 
able to do his advertising successfully 
and then refuses to let him do it, « 
he selects a man who is incompetent 
and gives him the entire responsibility.” 

Second—A complete and up-to-date 
mailing list of possible buyers of your 
goods. 

Third—The preparation of an ade- 
quate, attractive, and effective line of 
advertising matter, which will be sent 
to the mailing list at proper seasons, 
representing seasonable merchandise. 

Fourth—The use of proper trade pa- 
pers that reach your customers, present 
and prospective. 

Fifth—Systematic co-operation with 
your salesmen, opening the way for 
their calls and keeping in touch with 
the retailer betwen calls by personal 
letters and convincing literature, 

Sixth—Systematic co-operation with 
the sales department in following up 
inquiries and turning them into orders, 

Seventh—A _ careful and _ complete 
record of all advertising work done, 
literature sent out, and results received 
therefrom. The _ scientific advertiser 
soon learns just what part of his adver- 
tising pays and what does not pay. Al- 
ways bear in mind that you advance 
your interests by being truly helpful to 
the retailer. An advertising department 
intelligently operated will put the jobber 
in personal touch with the trade. It 
will practically bring about the close 
relationship which existed between Mr. 
Hilyard and Mr. Wilson’s grandfather, 
—George J. Bailey, Cleveland, O. 
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And fail to get prompt pay. 





May a bod-y -ask a bod-y 


Dk. 











Pleasere-mit to - day? | 


A dentist in Delhi, N. Y., has a 
rubber stamp of the musical parody 
illustrated above and uses it as an at- 
tention arrester on his monthly duns. 
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SWAPPING HORSES IN 
MID-STREAM. 


THE RAMLEH ’ CIGARETTE, AFTER 
$250,000 WORTH OF ADVERTISING, 
REVERSES TRADE NAME TO GEF 
AROUND TRADEMARK COMPLICA- 
TION—AN INTERESTING OPERA- 
TION, 


Nothing is so sacred in the eye 
of the average business man as a 
trade name or brand that has be- 
come familiar to the public 
through wide advertising or long 
use. Proprietary rights of such 
names are worth millions, and 
most advertisers would consider 
with alarm the necessity for 
changing one of them by even a 
single letter. 

The trade name of the Ramleh 
cigarette, made by the tobacco 
trust, however, is now being sub- 
jected to a change that exactly 
reverses it, after a quarter-mil- 
lion-dollar expenditure for news- 
paper and magazine advertising 
to make “Ramleh” familiar to 
the public. The operation is of 
considerable interest, and is prob- 
ably unprecedented in publicity. 

This particular ‘“‘coffin-nail” 
was named after the Ramleh 
river, an Egyptian stream, and 
the brand was settled upon only 
after a thorough search of trade- 
mark records by the trust’s at- 
torneys. So far as could be 
learned, it had never been used 
for such purposes. But it is said 
that United States trademark rec- 
ords offer considerable margin 
for errors, owing to the manner 
in which they are kept. Some 
time after the new cigarette ap- 
peared on the market, heralded 
by heavy advertising, a small 
manufacturer on the East Side 
of New York, Moller by name, 
appeared with a claim to the 
trademark ,in the precise form 
adopted by the trust. His claim 
was investigated, and his right 
to the use of the word “Ramleh” 
on a cigarette found good. He 
had at one time made and sold 
a cigarette under this name, and 
then discontinued manufacture. 
The trust purchased his right for 
a large sum. 

Then there appeared in Boston 
a manufacturer named Timianus 


who had formerly made a cigar- 
ette under the brand of “Ramly,” 
selling it locally for a time and 
then discontinuing its manufac- 
ture. He protested that the 
Ramleh cigarette infringed his 
rights, and brought suit, and his 
Ramly cigarette again appeared 
in the market. When the suit 
came to trial the court declared 
“Ramleh” an open trademark, 
making it possible tor any manu- 
facturer to produce a cigarette 
under the trust’s brand. A 
change in brand thus became 
necessary, and the difficulty was 
met by the ingenious device of 
changing the name by simply re- 
versing it, which gives the word 
“Helmar.” The latter is Nor- 
wegian in character rather than 
Egyptian, but the trust has got 
around the difficulty by putting 
it on boxes in letters so exactly 
like those used for the former 
brand that perhaps nine men in 
ten might never note the change 
in purchasing cigarettes. To ef- 
fect the alteration of brand with- 
out loss of sales, a new advertis- 
ing campaign has been begun. It 
started with preliminary  an- 
nouncements in New York street 
cars, and is now being followed 
up with very large newspaper 
copy throughout the whole coun- 
try, advertisements measuring 
four columns wide and fifteen 
inches deep, showing the old box 
and the new, and explaining the 
change of brand, being printed 
wherever the Ramleh cigarette 
has sale. . 
eh ae 
A SAFE GUIDE, 


Foreign advertisers can follow with 
a certain assurance of safety the news- 
paper in any given locality that is the 
favorite with the local merchants. 

The local merchant knows. He has 


to know in order to make good. He * 


is the best judge of the value of local 
advertising mediums because he makes 
practical tests of each and every one. 
—Indianapolis News. 











German Families are Large 


and large families are large consumers. 
Think what a quantity of goods the 140,(00 
or more German Families consume that you 


reach_by advertising with.us. Kate. 35c. 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 
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FOR THE MANAGER OF tty cents does not recognize that 
THE CLASSIFIED AD- a small adis proportionately more 
VERTISING. trouble than a large one, but 
thinks that because it is small it 
The man who undertakes to ought to be easily fixed. \nd 
train classified advertising solicit- until the public is educated to an- 
ors is mostly willing to believe other belief the would-be want 
that solicitors are born and not ad medium won't go contrary- 
made. This may be true—but wise. 
plenty of young chaps who are When the new man knows all 
really cut out for the selling the rates and knows that it is 
game have a deceptive way of useless to come back to the oifice 
concealing the fact for some time with a cut-rate proposition (if 
after they begin work. Appar- it is useless, of course) send him 
ently there is just. one general out with an experienced solicitor, 
rule that always works, and that on one of the latter’s easy days, 
is to try the man out. Curiously Tell him to listen—and then ask 
enough a good many “star” clas- questions when he gets _ back. 
sified men, who can make half a And generally the new man will 
dozen “wants” sprout where come back with the idea that he 
none sprouted before, can’t get can answer almost any argument 
enough display advertising to pay that he may encounter. _ Right 
their salaries. here is where the manager's part 
The classified game is so dis- comes in. The new man _ needs 
tinctly different from any other to be put through the third de- 
department of soliciting that it gree—a hard, swift cross-exam- 
has to be put on an entirely dif- ination. And during the course 
ferent basis. Some papers be- thereof, there is ample opportun- 
lieve that classified brings so ity to force home in lasting style 
much circulation that it is worth the real reasons for the paper's 
carrying at a loss. Others are usefulness—the real reasons why 
more conservative and want the some papers are good in one line 
income side to show up properly and some in another—and why 
or else they don’t want the busi- his paper is good. 
ness. And the solicitor has a Quality circulation counts in 
different method in each case— classified advertising—real estate, 
and must be trained differently. resort, school and second-hand 
‘the one thing, apparently, isto automobile ads must reach some 
get the solicitor to understand quality circulation to be effective, 
what marvelous results a few- On the other hand the “helps” 
word want “ad” will bring. Most and “situations” depend on quan- 
young solicitors tell “result tity. A large part of the solicit- 
stories” to advertisers because or’s success depends on_ the 
they’ve been coached to do it— adroitness with which he can 
not because they are honestly manage these two characteristics 
convinced by experience. Natur- of circulation. 
ally the stories don’t begin to The one best thing, of course, 
carry the conviction they should. in soliciting is having the paper 
It is a most helpful way of give results. It goes without 
breaking in a new man to have saying that testimonials are effec- 
him act as an office clerk to re- tive—but they must be from peo- 
ceive ads. Care must be taken to ple who.are known personally or 
show him that accuracy isthe prime by reputation to the prospective 
requisite in ‘handling the small advertiser and who are advertis- 
advertisers and that their every ing in a similar line. 
complaint must be adjusted satis- Another thing that is most 
factorily and promptly. There is helpful is writing copy. It seems 
no one thing that kills a paper’s rather queer to think of writing 
reputation as a want ad medium copy for a four-line want ad— 
more quickly than to have it but results come best to proper 
kriowh, as unaccommodating or copy, and results will bring the 
slow “in ‘rectifying errors. The advertiser back without further 
man: who spends fifteen or twen- expense. A case in point oc- 
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curred in Philadelphia not long 
ago when an automobile owner 
wanted to sell his car. He used 
a two-inch space classified, set 
in outline display; then he tried 
a brief reader on the front page. 
Finally he got a classified man to 
write a set-solid ad and put it in 
the usual column—and sold the 
car. Writing copy brings new 
business, too—more than almost 
any other one argument. Copy 
written in this way is more apt 
to pull, and if the advertiser gets 
results the first time it is gener- 
ally easy to hold him—and he 
will be loath to try another paper 
at your expense. 

Some of the principal things to 
be impressed on the new solicitor 
are that he must handle the ad- 
vertisers he sees so that he can 
be sure they will come to him if 
they want advice or suggestions; 
that he must try to have regular 
advertisers send their business in 
by mail, so that he can devote 
most of his time to working up 
new business; that the new ad- 
vertiser who uses his paper first 
is twice as big an opportunity as 
the one who tries out some other 
paper first; that he must learn 
to write copy for any and all 
classes of business; that his work 
means a great deal for his paper 
—if the people he meets are fav- 
orably impressed they will have 
a correspondingly favorable im- 
pression of his paper. 

Weekly conferences of the en- 
tire department are most helpful. 
They should be confined to busi- 
ness discussions—how hard nuts 
have been cracked; new ways to 
get at new people; arguments 


that have been most successful in 
opening up new lines of business. 

A mighty valuable help for the 
manager is to have the principal 
arguments in favor of -the paper 
entered in a scrap book; together 
with the general rules and regu- 
lations that govern the handling 
of classified business. 

These suggestions won’t make 
a solicitor out of a man who is 
intended for a clerk—but they 
will help with good material. 

Ph. 





June in Chicago 


During the month of June, 1907, 
the average circulation of the daily 
edition of The Chicago Record- 
Herald 


Exceeded 152,592 


Or a Gain of More Than 14,000 
Copies Over June, 1906 

The Record-Herald is confident 
that it has a larger circulation than 
any other two-cent paper, morning 
or evening. 

It challenges an investigation if 
the assertion is questioned. 

In the same month the average 
circulation of the Sunday issue 


Exceeded 220,735 


Or a Gain of More Than 18,000 
Copies Over June, 1906 








Chicago Record-Herald. 














much more remarkable. 
and the one medium for advertisers 





The first six months of this year show a gain in advertising for 


Che Des Moines Capital 


over the same six months of a year ago. Inasmuch as the newspapers gener- 
ally in the large cities have shown a loss, the gain of the CAPITAL is that 
The CAPITAL is more than ever first in its field 


market does not suit you in Iowa, run some advertising in the CAPITAL. 


. 0’MARA & ORMSBEE, Brunswick Bldg., New York. 
Eastern Representatives{ Pr MER WILSON, 87 Washington 8f,, Chicago, 


LAFAYETTE YOUNG, Publisher. 


entering the State of Iowa. If your 
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BILL POSTING IN FRANCE. 


Responding to a Pennsylvania 
request for information concern- 
ing the regulations in Paris of 
posters and billboards as means 
of public announcement, the tax 
assessed thereon, and the use and 
official control of electric signs, 
Consul-General Frank H. Mason 
reports as follows: 

The first enactment relating to 
the subject is a law, dated July 
28, 1791, which is still in force 
and prescribes that only a Gov- 
ernment poster or announcement 
may be printed on white paper. 
All others must be printed on 
colored papers—red, blue, yellow, 
etc. Every poster or other an- 
nouncement painted, printed, or 
otherwise delineated upon a wall, 
building, or upon canvas or other 
sustaining device, is subject to a 
yearly tax as follows: In com- 


munes of less than 2,500 inhabi- 
tants, 12 cents per square metre; 
in communes from 2,500 to 40,000 
inhabitants, 13 cents; in cities 
Over 40,000, 20 cents and in Paris, 


30 cents per square metre. This 
is for business or other an- 
nouncements of more or less per- 
manent character. 

Temporary “affiches” or post- 
ers are subject to a stamp tax 
according to size from 2 to 6 
cents per sheet. This is attached 
either in the form of stamped pa- 
per on which the revenue stamp 
is applied to the sheet before be- 
ing printed in such a way that 
the stamp is canceled by the text 
being printed over it, or itmay be 
attached adhesively afterwards 
and canceled by a rubber stamp 
provided for that purpose. 

But before being publicly dis- 
played each poster is required to 
be presented in duplicate at the 
office designated for that pur- 
pose, dated and signed either by 
the person in whose interest 
it is prepared or by the 
billposter who is charged with 
posting the same. Such antece- 
dent declaration must state fully: 
(1) The text of the poster; (2) 
the name, surname, profession, 
and domicile of the person in 
whose _ interest it is to be displayed ; 
(3) the dimensions of the poster 
in square metres and _ fractions 


* 


thereof; (4) name, surname, and 
domicile of the billposter who is 
to post it in public; (5) the num- 
ber of copies to be posted; (6) 
precise information as to the 
streets or squares, houses, or 
other constructions on which the 
poster is to be displayed, and (7) 
the length of time during which 
it is to be kept in view. One copy 
is filed at the office of registra- 
tion, the other—signed and 
stamped by the official in charge 
—is returned to the applicant. 

It will be obvious that a sys- 
tem so rigid and elaborate as this 
gives the authorities of every 
village and commune in France 
absolute control of all posters 
and announcements displayed in 
public places, and practically sup- 
presses the abuses which prevail 
in that respect in certain other 
countries. 

No one is permitted in France 
to deface streets and _ public 
places with crude, ostentatious 
announcements of his business or 
other subject. Billboards are in- 
frequent in Paris, and are gener- 
ally built permanently into a wall, 
where they are taxed according 
to their superficial area. 

When a building is in con- 
struction and board screens are 
erected to shield the public from 
dust and other annoyance, such 
temporary screen will soon be 
covered with posters of amuse- 
ments and other business, but 
each poster so displayed has been 
previously submitted to the au- 
thorities, a license obtained, and 
each sheet bears the canceled 
revenue stamp, according to its 
size. 

The department stores and 
other large popular retail estab- 
lishments have permanent spaces 
in the stations of the metropoli- 
tan subway, and their colored 
posters which are there displayed 
are always in good taste and 
often interesting as works of 
decorative art. 

The walls of market houses 
bear permanent framed billboards 
for the display of administrative 
announcements, Agencies for the 
sale of theater, opera, and other 
amusement tickets are permitted 
to display colored announcements 
of such performances inside their 
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windows as_ posters, but the 
promiscuous placarding of patent 
medicines and drinks on ‘houses, 
fences, and dead walls is not per- 
mitted in this country. An own- 
er has only to write ‘Défense 


d’affcher” (forbidden to stick 
bills) on his property and the 
law will protect him from such 
desecration. 

There are in Paris classes of 
kiosks, or street structures, which 
are devoted to advertising or 
billposting, as follows: 

(1) Round towers, known as_ the 
Colonnes Moris, made of wood and 
used mainly for posters of theaters 
and other amusements. This is the 
oldest form of kiosk in Paris, and 
comparatively few of them are now 
in use except on the leading boule- 
vards and avenues, 

(2) The “Poste de vigie,” or 
policeman’s kiosk. This is a hexagonal 
kiosk used as a shelter by the police- 
man whose post is adjacent to the more 
important cab stands. Its panels of 
wood or glass are used for the more 
permanent class of business advertise- 
ing, which is printed on the glass or 
posters canened by glass frames. 

(3) The newsstand kiosk serves as 
a shelter and depot for a dealer in 
newspapers and magazines, whose 
stock is usually displayed on _ shelves 
or tables under a tent or awning set 
up outside the kiosk. Paris is the 
paradise of newspaper venders, and 
kiosks of this class are common 
throughout the city. They are sub- 
stantially built, and their panels serve 
for the permanent display of a large 
variety of advertisements. 


Electrical signs are permitted 
and used to some small extent in 
Paris, but not so generally as in 
Berlin, London and some other 
European cities. For each sign 
of this class of public advertise- 
ment a special permit must be ob- 
tained from the prefecture, and 
the tax thereon is regulated by 
the size and character of the sign 
to be displayed—Consular ‘Re- 
hort. 


——__ +o -____—- 


WE read many ads that are like a 
splendid machine with some vital part 
omitted. They do not tell just the 
thin, we want to know about the 
goods, nor give the special reasons 
why the goods should serve our pur- 
pose; or they do not clearly state the 
price, nor explain how to get the ar- 
ticle—and this is probably the case 
because the thing has become so utter- 
ly familiar to the writer of the adver- 
tisement. He forgets that he is al- 
ways writing for people who “never 
heard of the thing before.—Batten’s 
lv edge. 


Twelve hundred em- 
ployés in the plant of The 
Imprinters. 

Designing, engraving 
and printing under one 
roof, 

An organization com- 
plete enough to do the 
biggest job without in- 
cluding some one else’s 
work as its own. 

Worth remembering the 
next time you have a cat- 
alogue to print. 


American Bank Note 
Company 
86 Trinity Place, New York 








Don’t get too cocky and _ indepen- 
dent. Some one helped hold the lad- 
der up which you  climbed.—Star 
Monthly Solicitor. 

—<~o>—____—- 


To Get the most out of your food 
you must digest it; to get the most 
out of your advertising you must adapt 
it to your business.—White’s Sayings. 


_— 
BLACK LETTERING 
PLATE GLASS. 

The hazard of black paint on plate 
glass is, it appears, by no means _in- 
considerable. Signs painted on plate 
glass done in solid black paint, are in 
point of fact extra hazardous as plate 
glass insurance companies have dis- 
covered to their cost. The practice of 
painting signs of this kind seems _inno- 
cent enough but the experience of con- 
servative casualty companies fully jus- 
tifies them in refusing to write such 
windows. The explanation of the haz- 
ard under consideration is to be look- 
ed for in the property of a black sur- 
face to absorb the sun’s rays, by means 
of which, according to a writer in 
Rough Notes, an unequal expansion 
is produced throughout the plate and 
under the influence of a sudden gust 
of cold air or any other sudden 
change in temperature, a strain is de- 
veloped which shatters the plate glass 
bearing the black paint. All black- 
painted signs on plate glass, no mat- 
ter with what exposure, must be con- 
sidered as hazardous _ risks.—Inde- 
pendent. 
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THE PROBLEM OF THE 
AUTOMOBILE PICTURE. 


Such a hunt the automobile 
manufacturers have made _ for 
some effective way to show their 
machines in an advertising pic- 
ture! It has been like the hunt 
for perpetual motion. The ideal 
auto picture has not yet been 
found. 

First the manufacturers took 
photographs of their machines at 
rest, with nobody in, then paid 
the engraver, artist and re-etcher 
fat prices to make the highlights 
very white, and the shadows 
very black. Result—a cut that 
printed pretty as the picture of a 
$3.50 shoe, and looked as new, 
bright and  chromo-like. But 
when all the manufacturers got 
to competing to see who could 
buy the most ingeniously tickled- 
up plates, this style of picture 


over boulders or up telegrap! 
poles near the factory in a tes 
run. The merit of this style o 
picture was that it showed mor: 
of the car, plus the human inter 
est. And yet, it didn’t show 
anything that sold machines, 
Some manufacturers have de 
parted from this line of develop 
ment in ways of their own. On 
turns the chassis up, for example 
and photographs it to revea! 
strong structural points. Other 
dissect the car, and show th 
wheel, or brake, or cooling, or 
other mechanism. Those who 
have departed from the standard 
styles of auto illustration, how- 
ever, are few, and more conspic- 
uous for their ingenuity than for 
aggressiveness or originality. 
Just at present the auto indus. 
try seems to be rather evenly di- 
vided between highly re-touched 
pictures of the whole car, and 











began to be abandoned here and 
there. 

About that time the era of 
world-girdling and _hill-climbing 
tests were ushered in. All the 
big auto manufacturers hired ex- 
pert world-girdlers and _hill- 
annihilators, and soon the maga- 
zine pages were filled with pic- 
tures of scenery—the Garden of 
the Gods, or Land’s End, life- 
size, with a tiny auto stuck 
obscurely somewhere in the 
landscape. No way of telling one 
car from another in this style of 
illustration, so that didn’t last 
long. 

On top of this came the car 
full of pretty girls, or the car 
standing in front of a residence, 
or the car being hustled around 


scenery showing the whole car, 
and pictures of family groups 
riding around in the whole car. 
After several years of tinkering, 
it has become an axiom in the 
auto trade that if you are going 
to show anything you must show 
the whole works. Some manu- 
facturers have cut away from the 
picture problem altogether, print- 
ing straight type talks. But the 
wonder is, concerning these, that 
there are so very few of them. 
The picture of a Packard car 
reproduced here (Packard Motor 
Car Company, Detroit) repre- 
sents almost the only new thing 
in automobile illustrations _ that 
has appeared this season. It is, 
to be sure, just the old formal 
cut of a whole auto. But the 
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treatment, imitating a wood-cut, 
gives fresh life and originality. 
tlow long this freshness would 
last if half a dozen other manu- 
facturers followed the same style, 
is at once apparent. At that, the 
picture wasn’t made to attract the 
general reader, but to show the 
i908 Packard to persons who 
could understand its lines. 

Illustrations easily take up one- 
third to one-half the space used 
by auto advertisers. It seems too 
bad that something striking in 
the way of pictures can’t be 
evolved—something that would 
give the same interest as the 
machine itself. Yet, though man- 
ufacturers in this field spend lib- 
erally for cuts, nothing really 
worth their expenditure has yet 
been found. An auto is as diffi- 
cult to depict as a piano. <A 
speed’ indicator or magneto 
makes a much more _ interesting 
illustration than a car. This 
seems to be fundamental. Is 
there any way around it? 


——$—$_<+>—__—_—_— 

Tue Bay City, Michigan, Trib- 

une has added to its equipment 

a new double-deck Potter press 

and a new double magazine lino- 

type, making a battery of four. 
———__$_$§<)>—__—__— 


R. H. CALLAHAN, formerly 
connected with The Bates Ad- 
vertising Company, is now with 
Ells & Dowst, Advertising 
Agents, Boston, Mass. 


————_+or 
IN EXCHANGE FOR __ PROFES- 
SIONAL SERVICES. 

Truly the auto craze has us fast in 
its clutches. Likewise it would seem 
that the rewards of the legal profession 
are on the decline. How is it possible 
otherwise to account for this advertise- 
ment which appeared some days ago? 


Wanted—Winton model K or other 
good make of car in perfect condition 
in exchange; an attorney, long estab- 
lished in Manhattan, will accept same 
as a retainer for consultation and ad- 
vice to the owner thereof for the peri- 
od of one year from date of exchange. 


We may next look for an M.D. to 
advertise that he will exchange his ser- 
vices and medicine for steaks, chops, 
ete., for a stated period, or a clergy- 
man to offer spiritual consolidation in 
exchange for groceries or salad.—New 
York Sun. 

——___ ++ —___—_—_ 

Tue advertiser who does more than 
he agrees to do is getting advertising 
at half rates—Burba’s Barbs. 


Advertise 
in the South 


_ That immense area of new— 
rich advertising soil that will 
bring forth the greatest harvest 
of actual results. 

The wealth of the South is 
} increasing more than $7,300,000 


per day—the population is in- 
creasing rapidly. Mow is the 
time! 

We are on the ground—in 
close touch with every feature of 
the advertising situation in the South. 

,We can make your Southern appro- 
Priation bring the /xdlest possible 
returns. 

Write oz for additional facts and a 
call from our Eastern representative. 


Richmond Advertising 
Agency, Inc. 
Mvutvat Buiipinc 

RICHMOND 
Virginia.© 2 











ARE THEY THE SAME? 


The Beekman Advertising Agency, 
now of 1175 Broadway, ew York 
City, are sending out considerable cop 
of all character of publication in all 
parts of the country, particularly at 
this time, advertising the premium 
offer of one C. T. Moseley. 

The Beekman Advertising Agency 
were in business for some time at dif- 
ferent addresses in Lower Town and 
their experience with publishers was 
not satisfactory to the publishers so 
fat as financial matters go. 

The present concern is undoubtedly 
the same institution rejuvenated. How- 
ever, be that as it may, the copy offer 
for the Moseley concern would indi- 
cate that the Beekman Advertising 
Agencv now has vast wealth. The or- 
der calls for ten inches to be run until 
forbid, and does not even ask the 
rate. It says to send bill each month. 

This liberal manner of <7 busi- 
ness is usually very dangerous for the 
publishers and, in view of the fact 
that the Beekman people have such a 
vast amount of wealth, it would prob- 
ably be just as well to get some of 
their good money before the advertis- 
ing is run.—Publishers’ Guide. 


a 


Ir the evening does not find you a 
better advertiser than the morning, it 
finds you a worse one.—Burba’s Barbs. 


DDTINTELDYC TANT re 





14 PRINTERS’ INK. 


(A Roll of Honor } 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








ted 





Advertisements under this ti are from publishers who, accord- 
ing to the 1906 issue of Kowell’s “American Newspaper Directory. have submitted for 
tuat edition of the Directory a detailed circulation statement. auiy signed and datea, 
also from publishers who for some reason failed to obtain a figure rating in the 1906 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state - 
ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 


culation iguresin the ROLL oF Honor of the last named character are mar&ed with an (2 ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising medium in Alabama, 


9,844. 
city. 


Journal,dy. Aver. 4 
ome newspaper of i 


ARIZONA. 


Phoenix. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening omen! Sat. a 
Sunday morning. Daily uveraye 1906, 4,228 


CALIFORNIA. 


Oakland, Herald. Average 1906, 

19,667; June 1907, 28,066. Only Calf- 
Sornia daily circulation raerantbel by 
Rowell’s Directory. 


Montgomery, 
The afternoon 


San Francisco. Bunest Mageaine, matin 
literary; 192 to pages, # verage 
tion ps bBo months enting July. 1907, 91,428. 
Home Offices, Flood Building. 


COLORADO. 
Denver Post. Circulation—Daily 62,080. 
Sunday 85,796. 


The tigures Telis RESULTS. 

Ea The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. 06, 
11,2638, 


Bridgeport. Morning Telegram. daily. 
Wis yor June, 1907, sworn 11.01%, 


UA 
rt) 
TEED 


You can cover Bridgeport by using 
Telegram only. Rate, ‘ire. per line, flat. 


Meriden. Journal, evening. Actual ar erage 
for 1906, 7,530. First four months 1907, 7.73 


Meriden. Morning Record and Republican. 
Daily average Jor 1905, 3,57 8; 1906, 7.672 
New Haven, Evening Register, cy, 
sworn aver. jor 1906,14,6381; Sunday, 1 i, wry 





New Haven, Palladium. dy. Aver. 1905,8,636 
1906,9,549. EH. Katz, Special Agent, N. ¥: 


New Haven. Union, Average 1906.16,481, 
First 3 mos., 'l7, 16.582. E. Katz, Sp. Agt., N.Y. 


New London, Day, ev’g. Aver. 1906, 6,104; 
aver. for June 6,572 E. Katz, Sp. Agent, 'N. Y. 


Norwalk, Evening Hour. Daily average guar- 
anteed to exceed 8,200. Sworn circulation 
statement furnished. 


Nerwich. Bulletin, morning. Average for 
1905, 5, 920; 1906, 6,559; June, 1907, 7,259. 


Waterbury. Re my dy. Aver. for 1905, 
5.648; 16, 5.95 La Coste & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 196, 85.5727 (@©). 


FLORIDA 


Jacksonville, Metropolis, dy. Average 1906, 
9,482. Mar. ’07. 10.000. EH. Katz, Sp. Agt, N.Y. 


IDAHO. 


Boise, Evening Capital News, d’y. Aver, 1906, 
4,808; average, June, 1907, 6,082. 


ILLINOIS. 


Aurora. Daily Pa Daily average for 


1905, 4,580; 1906, 6,454. 
Citizen. 


Catro, Daily average for 196, 


1,477. 


Chien: 


o, Bakers’ Helper, monthly ($1.00). 
Bakers’ 


eiper Co. Average Jor 1906, 4,017 (@®@). 


Chienge, Breeders’ Gazette, wy.; i 00. Aver. 
circulation for year 1906, 70.000 


Chieago, Dental Review, monthly. 


Actual 
average for 1905, 8,708; for 196, 4,001, 


Average 


Chieago, Examiner. 
Si 906. 


649,846 Sunday, 
178,000 Daily. 


Guarantees larger circulation in 
city of Chicago than any Wwe two 
other morning papers combined. 

Has — from Association 

of sai Advertise: 
irculation | ‘Bunday. 717.681, 
Race. 1907:§ Daily, 192,271. 
Absoiute correctness of latest circulation rat- 
ing accorded the Chicago Examiner is guaran- 


aliteed by = publishers of Rowell’s Newspaper 
Directory 
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Same Monthly Story 
of Buffalo 


ADVERTISING 
RECORD 
of the daily papers of Buf- 
falo for the month 
of June, 1907. 
(Given in Columns and Fractions ) 


EVENING NEWS, 1403-39 


Morning Express, 554- 84 
Morning Courier, 637-245 
Evening Commercial, 387-- 89 
Evening Times, 662- 99 
Evening Enquirer, 570-144 


The News carries more 
advertisers than any two 
Buffalo papers combined. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick BLpa., TRIBUNE BLDG., 
New York. CHICAGO. 





This Tells the 
New Story of 
Syracuse. 


Total Gain in Display Advertising 
First Six Months 1907: 


Inches. 


Journal, - 13,257 
Herald, - - 7,547 
Post-Standard, 8,605 


THE JOURNAL: Net proved 
circulation over 22,000 Daily. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 


Brunswick Bdg., Tribune Bdg., 
New York, Chicago. 























These Guarantees can 
be made part of any 
contract in the 
Memphis 


Commercial Appeal. 


The Memphis Commercial A ppeal's total 
daily net paid circulation is 60% more 
than any other Memphis newspaper. 

The Commercial Appeal’s total Sunday 
net paid circulation is over 100% more 
than any other Memphis newspaper. 

The Commercial A ppeal’s net paid city 
circulation is 25% more than any other 
Memphis newspaper. 

The Commercial Appeail’s net paid city 
circulation, delivered into the 
homes by carriers, is 50% more 
tnan any other Memphis newspaper. 

The Commercial A ppeal’s Sunday net 
paid eity circulation is 55% more than 
any other Memphis newspaper. 

The Commercial mg ny A Sunday city 
circulation is equal to the total city and 
61% of the country circulation of any 
other Memphis newspaper. 

97% of its city circulation is delivered into 
the homes 4 carriers, 

The Commercial Appeal is the only 
Memphis paper making public the cir- 
culation report of the Association of 
American Advertisers. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 


Brunswick Bldg., Tribune Bldg., 
New Work City. Chicago. 














The New Orleans Item 


has a larger circulation 
in the city of New Orleans 
than any other two New 
Orleans papers combined, 
and a total circulation lar- 
ger than any other by 
many thousands. 


{ Circulation proven by 
Association of American 
Advertisers. 


G Over 28,000 Daily Aver- 
age first six months 1907. 


{ Its circulation repre- 
sents both character and 
influence. 


Books open for verifica- 
tion to any advertiser. 





SMITH & THOMPSON, 
Foreign Advertising Representatives, 


Brunswick Bldg., Tribune Bldg., 
New York. Cuicaco, 
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Chieago Journal Amer. Med. Ass’n, weekly 


Average six mos., Jan.to July, 1907, 51. 210. 


Ohteago, Record-Heraid. Average 196, daily 


141.748; Sunday 211.611. Average April, 
1907, daily 151,648; Sunday, 216,377. 


&@The absolufe correctness of the latest 
circulationrating accorded 
the Chicago Record-Herald 


[Aual-w is guaranteed by the pub- 
te No lishers of Rowell’s American 
Newspaper Directory, who 

will pay one hundred dollars 

to the first person who successfully con 
troverts its accuracy. 





Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
ie. is the only Chicago newspaper receiv- 

ng ( 


Des Moines, Kegister and Leader—daily and 
Sunday—carries more Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation: for Mar. dy. 80,722, 

Des Moines. Iowa State Register and Farmer, 
w’y. Aver, number copies printed, 1906, 82,128, 


Sioux City. Journal. Daily average for 1906 
sworn, 28,705. Morning, Sunday and Evening 
Editions, 


Sioux Olty. Tribune, Evening. Net sworn 
daily average 1906, 27.170: Apr., 1907, 81.888. 

You can cover Sioux City thoroughly by using 
The Tribune only. Itis subscribed for by prac- 
tically = family that a newspaper can inter- 
est. Only Iowa paper that has the Guuarun- 
teed Star. 


KANSAS. 


Hutchinaon, News. Daily 1906, 4.260. Mar., 





Joliet, Herald evening and Sunday morning. 
Average for year ending April 30,1907, 7,871. 





Peorta, yr: Circulation guaranteed 
more than 21,00 


INDIANA. 


Crawfordsville, Journal. Objectionable ads 
excluded. Dy. and wy. average, 1906, 5,873. 


Evaneville. Journal-News, Ar, for 1906, 16.- 
899. Sundays over 18.000. E. Katz, 8. A.,N. ae 





Indianapolia, Up-to-Date Farming. 1906 av.. 
174,584. Now 200,000 4 timesa mo.,75c, a line. 





Notre Dame, The Ave Maria. ee weekly. 
Actual net average for 1906, 24.612 





Prineeton, Clarion-News, daily and weekly 
Duily average 1996, 1,501; weekly, 2,548, 


Richmond, The Evening Item, daily. Sworn 
arerage net paid circulation Sur ve montis 
ending, May 31, 1907, 5,816. circulation of 
over 5,000 guaranteed in all 007 contracts, The 
Item goes into 80 per cent of the Richmond 
homes. No street sales, 

&@™ The absolute correctness of thelatest 

circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily arerage. 
June, 1907, 9,580. Absolutely bestin South Bend 


INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily. Average for 
1906, 2,448, 


Muskogee, Times Democrat. 1905, arerace 


196,4,.650, E. Katz, Special Agent, N. Y. 


Lawrenee, World, evening and weekly, Copies 


printed, 1906, daily, 8.273; weekly, 8,084. 


Pittsburg, Headlight, dy. and ws Actual 


average for 1906, duily 5,96 2, weekly 8,278. 


KENTUCKY. 


Lexington. Leader. Av. 706,, evg. 5.157, Sun. 


6.7938; Jan.,’07, 5,356, Sy. 6,891. HL. Katz, 8, A. 


Owensboro. Messenger. Daily aver., 4 mos, 


ending Apr. 30, v7, 8.499; aver, Apr., 8.702, 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 


Actual averaye sor 1906, 1,271,932. 


Augusta. Kennebec dy. and wy. 


Average daily, 1906, 7.65 





Bangor. Commercial. Average for 1906, daily 


9,695; weekly 28,578. 





Pha MaineWoods and Woodsman.weekly, 
W. Brackett Co. Average Sor 16, 8,077. 





Portland. Evening Express, Average for 196, 


daily 12.806. Sunday Teleyram, 8,041, 


MARYLAND. 


Baltimore. American, daily Average 1906, 


Sun., 77,488; d’y, 67.8315. No return privilege. 


Baltimore. News, daily. Evening News Pub- 


lishing ‘enue * Average 196, 69,814. For 
un 


e€, 1907. 75.7 16, 

The absolute correctness of the 
latest circulation rating accorded 
the NEws ts guaranteed by tne 
ee of Rowell’s American 

wer Direct who will 
pay one hundred doi lars to the 
Jirst person who successjully con- 


troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (©©). Boston’s 
tea table paper’. Largest amount of week day adv. 


2,851; average 1906, 5,514. E. Katz, Agt., N.Y. 
. te tk We yk ok ¥& 


Burlington, Hawk-Eye, daily. Aver, 1906, 
8,764. “All paid in advance.” 





Boston, Globe. Average 1906, daily. 182,986. 
Sunday 295.232. Largest circulation daily ot 


Davenport. Times. Daily aver. May, 18.098, | 2DY two cent paper in the United States. Largest 


Circulation in City or total guarauteed greater 
than any other paper or no pay Jor space, 


circulation of any Sunday newspaper in New 
England. Advertisements go In morning and 


Des Moines. Capital. daily. Lafayette Young, | #fternoon editions for one price. 


publisher. Sworn aver lation for 196, 


41.751. Circulation. City aoa State, larvest 
m Towa. More odrerticing, of all kinds in 1906 
in 342isgues than any competitor tn 366 issues, 





Rate 70 cents per inch, flat. 





WH tek & 
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BOSTON POST 


Ave e for March, 1907. Boston Daily 
240,148, increase of 6,465 
gonnery, 1907; Boston Sunday 

h. 1907, 284,184, increase ot 5,481 

over January, 1907. First New Englandpaper 

to put in oy bo ‘First New paper 

to put in the autoplate. Has in its big plant 

the largest and most ex pensive press in the 

world. ds ston newspapers in amount 

f “TheGreat Breakfast Table 

Covers Boston and 

ghly than any other 

of its cireulation delivered in 

tomes of middle-class, well-to-do portion of com- 


munity. 

i" The absolute correct of the latest 
Rowell’s American . News- 
paper Directory, who will 

Holyoke. Transcript, daily. Act. av. ag year 


circulation rating accorded 
pay one hundred dollars to 
ending May, 1906, 7,889; 3 mus, '07, 7.842 





che Boston Post is guaran- 

teed by the publishers of 
the first person who successfully contro- 
verts its accuracy. 


Lynn, ioeuive Item, Daily sworn av. year 
1906, 15,068: Jan., 1907,av.16,017. The Lynn 
family pa r. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


Current Events. Alone guar- 
Over 50,000. 


Springfield, 
antees results. Get proposition. 


Woburn. News, evening and yest. 


Daily 
ar, net paid cir, March, 1,528, Wkly, 


1,481. 


Worcester, Evening Gazette. Actual sworn 
average for 1906, 11,401 ope daily; Feb., ’07, 
15,306 ; March, 1907, -_ 8. Largest evening 
circulation. Worcester's ‘‘Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Woreester. L’Opinion a. daily (© ©). 
Patd average for 1906. 4,2 


MICHIGAN. 


Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily average. 7.786. 


Jackson, foatcs, Average June, 1907, 
77,8713. Sunday, 8,681, Greatest net cir: 
culotion. Veri: ed by A. A.A. Sworn state- 
ments monthly. F: inati 1 1 


Saginaw, Courier-Herald, daily, 
Average 196. 14,897: June, 1907, 14,759 





Sanday. 


Saginaw, Evening News, Solty. Average for 
196, fs. 96i; June, 1907, 20.395. 


Teeumeeh. Semi-Weekly Herald. Actual 


average Jor 1906,1,1538, 
MINNESOTA. 


qr amgoanelie. Farmers’ Tritane, Pe eee 
J. Murphy, pub. Aver. Jor 1906, 87,88: 
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Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905. 87,187; aver- 


aye Sor 1906, 100,266;{ mos., 1907, 104,100. 
The avs lute accuracy os Farm, 
Stocie & Home's circulation rating 
is guaranteed by the American 
~ ti wily confined 
practically conjine 
of M the D 


. Circulation is 
to the Jarmers 
estern 

Wisconsin and Northern jowa. Use 
it to reach section most projitably. 


Minneapolis, . Daily 


and Sunday ‘© In 1906 aver- 
age daily circu Wand 74,054, 
Daily auerets circulation for 


June, 1907,%76,848. Average Sun- 
day “circulation Sor June, 1907, 

5. The absolute accuracy 
of ‘the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
es an to reach the great 


OF 0 rchasers throughout 

the re No hatet and goes into more 

homes than any paper in its field. 
It brings results. 

Minneapolia, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. /906,52,010. 
CIROULAT’N Minneapolis Tribune. W_ 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
for the year ending December, 
1906, was 81,272. The daily 
Tribune average per issue for 
paper Diree- the year ending Decenber, 1906, 

tery. was 103,164, 

St. Paul. PioneerPress. Net average circula- 

fon Sor January—aily 35,802, Sunday 32,- 
7 The absolute accuracy of the 
Pioneer Press circulation state- 
—— is guaranteed by the Ameri- 
in Newepaper Directory. Ninety 
po ceut of the money due for sub- 
scriptions is collected, showing that 
subscribers take the paper because 
they want it, All matters pertain- 
ing to circulation are open ‘to inv estigation. 
ublican-Herald, Av. May. 4.518 
st outside Twin Cities & Duluth. 


MISSOURI. 


Joplin. Globe, daily Average 1906, 15. 354, 
Apr., 1907, 17, 243. £: Katz. Special Agent, N. Wo Ee 


Kansas City. —— Cire’n, 275.000 
206.8385 Weeely— 0b Di and ciassified, 46 
cents a line, flat; 7 70,( Lg 4 and fun Weekly 
play 





by Am. Newa- 


Winona. Re 


(Sat. 5,200). 





ay aige.; classified, 1 480. \ Slaeemere on request. 
"i Jonenh, News and Press. Circulation 

1906, 36,079. Smith & Thompson, Eust. Reps. 
Henry R. 


St. Louis. National Druggist, mo. 
Strong, Editor and Publisher. Average for 1906, 
8,000 (© ©). Eastern office, 59 Maiden Lane. 


St. Loula, National Farmer and Stock Grower, 
monthly. Averaye sor 1906, 104.200, 
MONTANA. 


Missoula, Missoulian. Every mornine. 
erage 42 months ending Dec. 8/, 1906, 5,107. 


NEBRASKA. 


Lincoln. Dantech-Assestioan Farmer, weekly. 
Average 1906, 141,839 


Lincoln. Freie Press, weekly. Actual average 
Sor 196, 142.989 
NEW HAMPSHIRE. 
Manchester, Union. Av. 4206, 16,758, daily. 
N. H. Farmer and Weekly Union. 5,550. 


Nashua, Telegraph. The ony hy in city. 
Daily average year ending bec., 6, 4,371. 


NEW JERSEY 


Asbury Park, Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending Deowmber 31, 1906, 9.020, J 


Av- 
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Elizabeth. Journal. Av. 1904. 5.5223 1905, 
6.515; 1906 7.847 March, 1907, 3,161. 
Jersey City. Evening Journal. Arerage for 
1906, 28.005. First six months 1907, 24,089. 
Newurk. Eve. News. Net dy. av. for 1906 
68.022 copies ; net dy. av. for Apr., 907, 68,940. 
Trenton. Kvening fimes. Av. 1906, 18.287; 3 
mos, dy. av. Apr. 30. 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1906. 16.251. It’s the leading paper. 

Batavia, Daily News. Average 1906, 7,227. 
Jan., 1907,7,4%74. Nothing like it elsewhere. 


Broo pize Y. Printers’ ink sa 
THE STA DARD UNION now has tl 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 

Buffalo. Courier, morn, Av./906, Sunday .91- 
168; daily, 53.681; Enquirer, even.. 52.688. 

Buffale. Evening News. Daily average 1905, 
94.690; for 1906, 94,7438. 

Corning. ender, evening. Arerage 1904, 
6.2338; 195, 6 395; 1906, 6,585; Feb. av., 6,820. 


Mount Vernon. Argus, evening. Actual daily 
average for /2 mos. ending June 30, 707, 4,816. 

Newburgh. News, daily. Ar. '06,5.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
rmy & Navy Journal, Est. 1865. Actual weekly 

av. i 106.9.706 (@@). 4 mos. to Apr. 07, 9,949. 

Automobile, Heyy Average for year ending 
Dec. 28, 1906, 15,212. 

Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1906, 5.488. 

Benziger’s Magazine, the only Catholic Family 
Magazine published in the United States. Guar- 
anteed circulation, 65.000; rates 25c. an agate 
line. With Se tember, 907, issue, we guarantee 
75.000 circulation and rates will be 50c. an 
agate line. 

Clipper, og de (Theatrical). Frank Queen 
Pub. Co,, Ltd. Aver. for 1906, 26.611(O@0). 

El Comercio, mo. Spanish ox rt. J. Shepherd 
Clark Co, Average for 1906, 8, —sworn. 


Music Trade Review, music trade anc art week- 
ly. Average Jor 1906, +.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
4906, 11.708. 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452. ay monthly, average cir- 
culations for 1906—all id-in-advance sub- 
scribers. F. M. Lupton. pubis ‘on. 4 iisher. 

The Tea and Coffee Trade Journal. Avera 4 
circulation for yer es July, 1907, 7,86 
July, 1907, issue, 8,00: 

Theatre Memestne sei. Drama and music, 
Actual average for 1906, 60,009, 

The World. Actual aver. for 1906, Morn,. 818.+ 
664. Evening. 559.057. Sunday, 442.228. 


North Tonawanda. News. Daily 1906 av., 
2,274. R. Tomes, S. A., 116 Nassau, N. Y. Five 
cents inch; seven cents after October 1 


Recheater, Case and Comment, mo., Law 
Av. for year 1906,22.601. Guaranteed 20,000. 

Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809. 


Syruecune. Evening fleraid. daily. Herald (o.. 
pub. Aver, 1906, daily 85.206. Sunday 40,064. 


Troy, Record. Arerage circulation 
4 18,801. Average June, 1907, 
20.501 be paper rine city which has 
rmitted A. A. A. examinatio:. 

Utiea. National Electrical Contractor, mo. 
Average for 1906, 2.62 


Press. daily. Otte A. Meyer, publisher. 
ote ‘or year" ing March 31. 1907, 14.927. 





NORTH CAROLINA. 
Raleigh, Times. North Carolina's foren.. _ 
afternoon paper. Actual daily average Jan. 
to Oct. 1st, 1906, 6,551; weekly, 8,200. 


Winston-Salem leads ali N.C. towns in manu. 
facturing. The Twin-City Daily Sentinel lead all 
Winston-Salem papers in circulation and adv, 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. 705,727,201, 
Aver, Jor year 1906, 8,180. 


OHIO. 
Akron. Times, daily. Actual average f 
year 1906, 8,977; April, S077 9,605. ‘pis ale 


Ashtabula, Amerikan Reeens, 
Actual averuye for 1906. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216; Sunday, 83,869; 
June, #07, 78,272 daly; Sun., 88,708, 


Coshorton, Age, daily. Net average 6, 
2.75%. rifled by Asso. Amer. Advertisers, 


ae Times, dy. Net ’06, 2.128; 6 mo, 
‘v7, 2,416. No cash books books fixed to fit paddeu cir, 


Dayton, The I. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
for year ending April 30, ’07, 14.811 copies, 
Critically read by 36, 500 members of THEL. L. 
GRAND ODGE, the fraternal, nag ys or i 
of wage- -workers. 5c, 5c, agate te line, flat rate 


London, Democrat, semi-w semi-weekly. Actual i ver- 
we for 196 8,668; now guarantees 8,300, 


fleld, Farm and Fireside, over \ cen 
ont Fialiee Nat. agricult’! paper. Cir. 435,000. 


Warren, Daily Chronicle. Actwil average 
for year ending December 31, 1906, 2,684. 


Youngstown. Vindicator. D’y. av.'06. 18.7 10; 
Sy. 10,0013 LaCoste dé: Maxwell, N.Y. d& Chicago, 


Zanesville, Times-Recorder. Ar. 1906, 11,- 
126. Guar’d. Leadsall others combined by 50%. 


OKLAHOMA. 
Oklahoma City, The Oklahoman. 1906 ave 
18,918; June, 1907, 20,805, E. Katz, Agent \.¥. 


we OREGON. 
t. Angel. St. Joseph’s-Biatt. W bd 
3, 1907, 19-188. oe 


Portland. Journal, dail daily. Average 1906, 
25.578 ; for April, 1902, 29.022. . 2 
absolute correctness of the 

intent circulation rating ac 

corded the JoURNAL is guaran 

Ae -me teed oy the publishers of Rowell’s 
AN American Newspaper Directory, 
TEED pay will pay one hundred dollars 
© the first person who success- 

fully controverts its accuracy. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907, 16,000. Leading farm paper in State 


PENNSYLVANIA. 
Chester, Times, ev’g Bay, Average 1996. 7.688, 
N. Y. office, 220 B’way R. Northrup, Mgr. 


Erie. Times, daily. aver. aver. for 1906, 17.110; 
June, 1907, 13.610. EZ. _E. Katz, Sp. Ag., N.Y. 


Warrisburg, Tel graph. Si Sworn ar, June, 14.- 
3zz. emi Strout id nin A’b’g or no pay. 


Finnish, 


Mana 1 Iphia. Include 


in your Airy: pe wy Pan Sample sent. 








Farm Journat, i. 


has been awarded the (©©) by Print- 
ers’ Ink, indicating that advertisers 
value this paper more for the class 
and quality of its circulation than for 
the mere number of copies printed. 
And in addition to this, Farm Jour- 
NAL has the largest circulation of 
any agricultural paper in the world. 
The average for 1906 was 551,633 
copies each issue. 
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Philadelphia, Confectioners’ Journal, mo. 
Ad. 1905, 3.470; 196, 5.514 (OO). 


Philadelphia. German Daily Sagnite. Aver. 
circulation, 1906, daily 52,922: Sunday, 52.486. 
sworn statemen i. Circulation books open. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NET PAID AVERAGE FOR JUNE, 


238,964 copies a day 


THE BULLETIN’s circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 

Wit11am L. McLean, Publisher. 





Philadelphia, Motor Print, mo. 
Copies printed, 25,233 average each 
issue, for year ending February, 1907. An 
independent periodical for all who use 
motor vehicles of any class. Enjoys the 
largest paid circulation among registered 
owners of motor crafts of any publication, 











Philadeiphia. The Press is 
Philadelphia’s Great Home News- 
poet. esides the Guarantee 
it has the _— ae and is 
on = he Roll of Honor—the three 
most mn distinctions for 
any newspa| orn_average 
circulation of the rd Press for 

1906, 100,548; the Sunday Press, 137,863. 


Seranton, Truth. Sworn on circulation Sor 1906, 
14,126 copies — with a steady increase. 


tt Chester. Local News, 
daily, “WW, H. Hodgson. sveragefor 
1905, 15.297. nz its 35th year. 
Independent. Has Chester County 
and vicinity | ae its field, Devoted 
a news. hence is a home 

Chester County is second 
in Pathe ‘State in agricultural wealth. 


York, Dispatch and Daily. Average for 1906, 
17,769. 


RHODE ISLAND. 
Pawtucket. Evening Times. Aver. circulation 
Sor 1906, 1%7.11% (sworn). 
Providenee. Daily doaraal. 18.051 (OO), 
Sunday, 21,840. ‘OO). Evening Bulletin Be. 
620 averaye (906. Providence penton Co.. pubs. 


Providence. Tribune, Morning 10,341. 
Evening 81.118: Sunday. 16,320. Most 
progressive paper in the field” Bvesing 
edition guaran’ by Rowell’s Am. N.D 
Westerly, Sun. Geo. H. Utter, pub. iver. /996, 
4,627. Largest circulation in Southern R, 1. 


7 





SOUTH CAROLINA. 
Charleston, Evening Post. Actual dy. aver- 
age Jor 1906,4,.474. Decemoer, 1906, 4,755. 


Coiumobin, State, Actual aver- 


aye sor 1906, daily (0), 1 1.2 Ze 

Satay 4 (00). 120, 208, TH.2aN, et 
verage for jirst three 907, 
daly @ (O ©) 12,525, Sunday(@©) 


TEED 


Syavtenbaee. Herald. Actual average for 
Jirst jive months, 1907, 2,529. 


TENNESSEE. 


Chattanooga, News. Arer. 3 
mvs. ending Dec. 31, 1906, 14,707. 
a Chattanooga ovuga ‘paper — 

n 


Assoc. Am. ‘Advertisers. Carries 
more advg. in 6 days than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 


Raters. Journal and Trib- 





UA 
ov? 
TEED 





of only five 
the South, and a, pauper in 
Knoxville awarded the Guarantee 
Star. The leader in this field. 


Memphis, Commercial ‘Appeal. by ~ HP ganda 
weekly. First six months 4 “gg? or 78%; 

Sunday, 4, »4853 weekly, 8 212. AL tee 
Representatives, N. 5 mK 


Nashville, Banner. daily. Aver. a vear 1906, 
$1,435; Jan. 1907, $8.5338; Feb. 1907,87,271 


TEXAS. 
El Paso, Herald. Hay, ar.,%,618. More than 
both other El Paso dailies. ’ Verified by A. A. A. 


VERMONT. 
Barre. Times, daily. F.E. Langley. Aver. 19v5, 
3.527; 1906,4,113. 


Bennington. Banner, daily. T, E. Howe. 
Actual average for 1906, 1.980, 


sen tingson, wee ® Lp = Daily average for 
8.459. La city and State circulu- 
pve “Seon by y Fe of Amer, Advertisers, 


Mester. Argus, daily. Actual average 
Sor 196, 8,280 copies per issue. 


Rutland. Herald. > Average 190k, 2,527. Av- 
erage 1905, 4,286. Average 1906, 4,6%7. 


St. Albans, Messenger, daily. Actual average 
Sor 1905,8,051; for 1906, 8.388 copies per issue. 


VIRGINIA. 
Danville, The Bee. Av. 196,2.867. June, 
1907, 2,690. Largest cir’n. — cir’n. Only eve’g paper. 


Kichmond, So. Tob. and Modern Farmer, 
mo. Average Sor first § mos. 5 mos, of 1907, 14,425, 


Rocky Mount, Franklin Chronicle, wy. Ar, 
’06,1,610; March, ’07, 1,920 weekly. Home print. 


Winchester. Evening Star. Arerage June 
sworn daily 3,326. Ouniy daily paper. 


WASHINGTON. 


Seattle, Post- inpetihuenser (©0) 


t— Su 
48;x'6s daily, 88, 88,489; week an) 
GUA [wy 81,678. only sworn circulation 
AN in a. Largest genuine and 
a?) cash paid circulation in Washing 
ton ; highest quakty, best service 
greatest results always. 


Seattle. The Dally and Sunday 
Times led all newspapers on the 
Pacific Coast north of Los ra ~_ 
in amount of advertising p 
during 1906, leading its Soom 
— y over 178,000 faehee _~ 
000 lines of classified. 
"Tha t tells the stor. 
Average circulation in nh og 
56,794 i 





UA 
OWN? 
TEED 


2.172 atiy. 
Ar wey po Sor January, 1907, 
were—Daily oy Sunday 61,591. You ef 
the best ue and largest quantity of circu 
tion ectly blended when you buy space in 
i Times, the biggest newspaper success of the 
ast decade on the Pacific Coast. 
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Tacoma, Ledger. Average 1906, daily,16,0593 
Bunday 21,798. 


Tacoma. News. Average 1906,16,109; Sat- 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. fot. R. E. Hornor, 
pub. Average for 1906, 2,640 


Ronceverte. V. Va. News, wy. Wm. B. Blake 
& Son, pubs, aver. 1906, 2,220, 


WISCONSIN. 


Janeaville, Gazette. d’ly and s.-w’y. Cire'n 
1st 3 mos, 1907, duily 3.508 : semi-weekly 2,552, 


Madison, State Journal, Af Average 1906, 
&,.602;Jan., Feb., Mar.,1907; 4,884; Apr. 5.106. 


Marshfield Times, weekly. 1/906 average, 
2,199. Largest circulation in Wood Co. 


Milwaukee, Tbe Journal, oven 
ing; independent. Average 6 mos. 
1907, 51,421. June gain over 1906 

daily, 7,880. Biggest in history 
« paper. Paid city circulation 

greater than total raid 
of any other Milwaukee ly 
or Sunday. 


Milwaukee, Evening riage d’y. Av. 1906, 
25.480 (©). Carries largest amount of ad- 
vertising of any paper in imeskes. 


Oshkosh, Northwestern. daily. Average for 
1906, 8.099. 


, ved —- im he 1 
n than any other Iv 
$3.50 an inch. N.Y Offic Iffice, Tem- 
ple Ct. W.C. FID. cy Mor. 





WYOMING. 


Cheyenne. Tribune. Actual on” average xet 
Sor 1906, 5,126 ;seni-weekly, ,498. 


BRITISH — 


Vaneouver. Province. daily. Arerage yor 
1906, adhe May, 197,1%.221. H. VeClerque, 
U.S. Repr., Chicago and New York. 


MANITOBA CAN. 


Winnipeg. Free Press, daily and weekly. v- 
erage for 16, daily, $4.559: daily June, 4907, 
87.209; wy. av. Jor mo. of June, 28,887. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1906,16,177. Rates 6c. inch, 


Winnipeg. Telegram. Duilu aver. March, 
24,868. Weekly av., 20,287. Flat rate, 3c. 


ONTARIO, CAN. 


Teronte. Canadian Implement and Vehicle 
Trade, monthly. Average for 196, 6.125 


Toronto, Canadian Motor, monthly. Average 
circulation for 1906, 4,540, 


Toronto, The News. Daily average circuia- 
tion for the month of February, 1907,40,210. 
Advertising rate 56c. per inch, flat. 


QUEBEC, CAN. 


Montreal. La La Presse Pub. Co. 
Lta., publishers. Actual average 1905, da:i,, 
96.771; 1906, 100,087; weekly, 49,992, 


Montreal, The Daily Star and 
The Family *Herald and Weekly 
Star have nearly 200.000 subscrib- 
ers, re Seager 1,000,000 readers 
—one-fiftn Canada’s population. 
Av, =. of the Datly Star for 1906 
60,954 copies daily; the Weekly 
Star, 128,452 copies each issue, 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


Ww4xt advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT, 
ERIDEN, Conn.. MORNING RECORD; old es- 
tablished family nomapegers covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classifier rate, cent a word; 7 times,5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
HE EVENING and Sunpay Star. Washington. 
D. ©. (@ ©). carries DOUBLE the number of 
WanT Aps of any other paper. Rate lc. a word. 


ILLINOIS. 
f leer Champaign NEws is the leading Want ad 
medium of Ventral Eastern llinois. 
T= TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


CONT EARLY everybody w who reads the Eng- 

e in. around or about Chi- 
congo, rentatbe AILY NEWS,” says the Post-office 
Review. and that’s why ie 0 DAILY NEws is Chi- 
cago's ““want-ad” directo 


eee A. 








‘TERRE HAUTE TRIBUNE. Goes Sato 82 per 
cent of the homes of Terre Haute 


‘ii HE INDIANAPOLIS NEWS prints every day 
every week. every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
total number it printed in 1906 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than all the other ther Indianapolis papers had. 


STAR LEADS IN IN INDIANA. 


The INDIANAPOLIS 8S 86 more col 
umus of classified bat ay | » baa carried by 
its nearest competitor during the same month. 

The STAR gained 238.33 columns over June of 
last year. 

The INDIANAPOLIS STaR has passed the 100,000 
circulation mark, lates, s:x cents per line. 





The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 
m1 Daily. 
The edve rtising medi 





il of 
the Calumet Region. Read by by all the pros- 
rous business men and well-paid mechan- 
cs in what has been accepted as the 
“Logical Industrial Center of America.” 
Guaranteed circulation over 10,000 daily. 
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INDIAN TERRITORY, 


A RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 


‘{;HE Des Moines CaPITat guarantees the lar- 
gest city -_ the largest fg Rees 
in lowa. The Want 
turns always. bi rate is1 couh 4 a eeneds by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 





= Des Moines REGISTER AND LEADER; only 
morning paper; carries more ‘‘want’’ ad- 
vertising than any other lowa newspaper. One 
cent a word, 


MAINE. 


HK EvgeNING EXxpREss carries more Want ade 
than all other Portiund dailies combined. 


MARYLAND. 
< hyae Ballimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 


pt saan USEr Ts. 


Mat HE Bempen Sve G TRANSCRIPT is the great 

rt guide for 5 Englanders. ‘they 
eapect to find all good places listed in its adver 
tising columns, 


te tek tk tk Hk 


' ge! poueee GLOBE, Ey A a jm v for 


year 1906, printed 
Tithe ads. here was a oe 7: 91,530 at pane 


~ 1905, and was 201,569 more La) Seay other 
Boston paper carried for the year 1906. 


KK Kk Ke 


3() WORD AD, 10 cents a cents a day. Dairy ENTER- 


PRISE, Brockton. Mass. Circulation, 10,000. 


MINNESUTA., 
Ts MINNEAPOLIS TRIBUNE is the recognized 
Want ad medi of Mi 1 


The eematetednatitits Daily 
and Sunday, carries more clas- 
sified advertising than any omer 

ee newsraper. No fre 

Wants and no Clairvoyant nor 

objectionable medicai advertise- 

ments printed. Cinssified Wants 

prin in June, 175,238 lines. 

dividual advertisements, 24,737. 

Eight cents per agate line per in- 


sertion, if charged. No ad taken 
for less than 24 cents. If cash ac- 





com ies order the rate is Ic, a 
word. No ad taken less than 20c. 


CIRO'LAT’N ((HE MINNEAPOLIS TRIBUNE is 
the oldest Mjnneapolis daily 
and has over 100,000 subscribers. 
It publishes over 80 columns of 
bay advertisements every week 
t fuli price (average of two 
. a day); no free ads; price 
— both mornin and even- 
te, 10 cents per 
by Am. Newa- ing tques. " 
puper Di'tory line, Daily or Sunday. 


MISSOURI. 
i Ne Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 


combined, because it gives results. One centa 
word. Mini imum, 15c. 


MONTANA, 
Me, Anaconda STANDARD Is Montana’s great 
ant-Aqa” medium; lc. a word. Average 
circulation (1906), 10,778; Sunday, 14,007. 


NEW JERSEY. 


Ts E NEWARK EVENING NEws is the recognized 
anv-ad Medium of New Jersey. 


NEWARK, N. J, FRem ZErTune (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 





P ERSEY CITY EveninG JOURNAL leads all other 

Hudson County newspapers in the number 
of classified ads carried. 1t exceeds because 
vertisers get prompt results, 


NEW YORE. 


HE EAGLE has no rivals in Brooklyn’s 
classified business 


A= LBANY EVENING JOURNAL, Vastern N. Y.’s 
best paper tor Wants and classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad medium in Westcbester County, 


ote ee » NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rec- 
ognized and jeaang Wantad medium for 
hima mediums, mail order articles, advertis- 
Wit novelties, printing. typewritten circuars, 
rubber stamps, oftice devices. adwriting, half- 
tone making, and a anything whicn 
Interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 conts 
a line per issue flat, six words to a line. 


ATERTOWN DatILy STANDARD. (Guaran- 
teed daily average 1906, 7,000, Cent awora. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, lc. per word. Largest circulation. 


OKLAHOMA, 


i lye OKLAHOMAN, Okla. City, 19.414. Publishes 
more Wants than any 7 Ukla. competitors. 


PENNSYLVANIA. 
T HE Chester, Pa., TIMES carries from two to 
five times more ciassifiead ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND. 
fe EVENING BULLETIN—By far the largest cir- 
culation and the be-t Want medium in R. 1. 
| Feist orate TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH OAROLINA. 
ca Columbia STATE (Q©) carries 
more Want ads than any other 
South Carolina newspaper. 


WASHINGTON, 


HE Post-INTELLIGENCER 

Wasi, is the official 

Directory of the Pacific 

The P.-I. Late poaes: -— 
ts g 


sponsive want ore est 3 

i ad Al. $ bri rings greatest ‘results 
to advertisers. Favorite guide for scente, ci can- 
vassers, investors and home-seekers ost 
mee ond best appointed Ker idea gt 
tion, ah | ments; 360 separate classiti- 
one ions. Write fo: 


(06), Seattle, 
*Want- Ad’ 
Northwest 
—s secon _ 





rsample copy. Rates, 10c. p:r 


CANADA. 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


‘NAHE Datty TELKGRAPRH, St. John, N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum cnarge 2% cents. 


HE Montreal DaILy STAR carries more Want 
advertisements than ail other Moncrea) 
dailies combinea. The Famity Heratp anv 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


PHE Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
pe Aged in Canad1, and more advertisements 
of this nature than are contained in all the other 
- go published in Western Canada com- 
tates one cent ' word per day, or four 

ame per word per week. 
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(oo) GOLD MARK PAPERS@@) 





Out of a grand total of be publications listed in the 1906 issue of Rowell’s American Newspa. 
d fourteen are distinguish 


per Directory, one hundred an 
marks (@ ©). 


ed from all the others by the so-called soi 





ALABAMA, 
THE es oe REGISTER (©©). Established 
1821. Richest section in the prosperous South. 
WASHINGTON, Db. Cc. 
Nenety oraeete in Washington subscribes to 
THE KVENING AND SUNDAY STAK. Average, 
3906, 35,577 «@@). 


ILLINOIS. 

THE INLAND PRINTER, Gierge. (© ©). 
ual average circulation for 1! for 1905, 15,866. 

BAKERS’ HELPER (© ©). ¢ (© ©), Chicago, only “Gold 
Mark” journal for baxers. Oldest, best known, 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL 

Best paper in city; read by best people. 


Act- 


(©). 


MAI 
LEWISTON EVENING oak. daily, aver- 
ee first six mos. 1907, 7,855 (© ©); wy-, 17,705 
« ). 


Maine’s great newspaper. 
MASSACHUSETTS. 
Boston, Am. Wool and Cotton Reporter. Rec- 
a, organ of the _- and woolen indus- 
es of America @©o0). 

BOSTON EVENING TRANS SRANBCRIPT (OO). estab- 
lished 1830. The only gold mark daiiy in Boston. 

TEXTILE WORLD RECORD (Oe, Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power. 

WORCESTER L’OPINION FUROR (ee) is 
the leading “> — of New England 


NESOTA 


NORTHWESTERN MILLER 


year. Covers 
ky and a tear a —¢ over a the — The 
). 


only “Gold Mark” milling journal ( 

PIONEER PRESS (@©), St. Paul, Minn. Most 
reliable paper in the Northwest. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
advertising than any paper in the Northwest. 

NEW YORK. 
NEW YORK TIMES (@©). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (@©). Desirable 
because it always produces 8: satisfuctory results. 

BROOKLYN EAGLE (@0)1 (@O) is THE advertising 
medium of Brook!. 

THE POsT pone ne (©©). Rochester, N.Y. 
Best advertusing medium in this section. 

at pre are gd NEWS (@O0).—An — ed 
edged authority.—Tribune, L wrence, 

ARMY AND NAVY JOURN JOURNAL, (o ©). ‘Fine in 
its class in circulation, influence and prestige 

SCIENTIFIC AMERICAN (¢ (© ©) has the lar: a 
circulation of any technical paper in the world. 

VOGUE (@©) carried more advertising in 1906 

than any other magazine, ¥ weekly or mouthly. 

ELECTRICAL REVIEW (® {© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 

l weekly. Reaches the buyers. 

NEW YORK HERALD (@©). Whoever men- 
tions America’s ieading newspapers mentions 
the New York HERALD first. 





CENTURY MAGAZINE (© ©). There area few 
a in every community who know more 
ban the others. 


These people read tne 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
— a, on hm A end interurban rail- 
roadin; irculation 8,200 weekly. 
MoGRAW PUBLISHING COMPANY. 


HARDWARE DEALERS’ MAGAZINE. 
In 1%6, ave: issue, 20,791 (OO©.) 


Specimen copy mailed u 
D. T. MALLETT, Pub., we i a 


THE ENGINEERING RECORD (0). The 
most progressive a pe mrp | journal in 
the world. Circulatio: SO pw hg ver ir <a per 
week. MCGRAW FP UBLISHT @ COMP 


FOREST AND ST STREAM, (ee) 


reulation of an 
amt to Soule recreationiste. rwrit 


NEW YORK = YY ©). rao and Sun- 
day. Established map tee ey clean 
and up-to-date Saoumager, whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser. 


ELECTRICAL WORLD (@@).. Established 1874, 
The great international weekly. Cir. audited, 
verified and certified by >) ey of Amer- 
ican Advertisers, Av. r. during 1905 
was 18,827. MoGRAW PUBLISHING COM ANY. 


PENNSYLVANIA. 

THE_ PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on the Roll of Honor and 
has the (Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The dg Press, 
for 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©@ DISPATCH ‘ee 


The newspaper that judicious advertisers 
always select first to cover the 
ductive, Pittsburg fieid. 
morning paper ee &@ prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), aconservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 
THE STATE (@©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA. 
THE NORFOLK LANDMARK (©©) is the 
home paper of N orfolk, Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER (© ©). 
morning paper in Seattle. Oldest in State. 
biggest and . Able, alert, always ahead. 

WISOUNSIN. 

THE MILWAUKEE EVENING hy) eld 
(@©), the only gold mark daily in Wisconsin. 
CANADA, 

THE FRE PRESS (© ©), London, Ont. Morn- 
ing, Noon, Evening. Ci jon over 18,000 daily. 
THE HALIFAX BERALD © ponas the EVEN- 

ING MAIL, Circulation 15,558, Six 


Only 
The 
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Advertising in 
the Northwest 


The advertising record for the first six 
months of 1907 of the 


Minneapolis 
and St. Paul 


papers was as follows— 
The Minneapolis Journal 3,850,616 Lines 
The Minneapolis Tribune 3,142,832 “ 
The St. Paul Dispatch 2,793,560 «“ 
The St. Paul Pioneer Press. 1,843,380 «+ 


The Minneapolis Journal carried 


707,784 


more lines than any other Northwestern newspaper. 
The comparative record of The Journal for the 
six months is: 
In 1907..........3,850,616 lines 
In 1906 3,691,380 lines 


A gain of 


169,236 


lines over the same six months of last year. 




















Representatives of The Minneapolis Journal 
O'MARA & ORMSBEE 


NEW YORK CHICAGO 
World Building Tribune Building 
A, E, CHAMBERLAIN, Western Manager. 
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Indispensable to 


No Business House Dealing 
Without Rowell’s Am 


TO THE BUYER of advertising space in newspapers, either upon 
a national scale or in a single State, as well as to the advertiser in a group 
of magazines, trade journals or class publications of any character 
whatsoever, the latest edition of Rowell’s American Newspaper Direct- 
ory is a daily working guide that cannot be dispensed with. 

It is an authoritative gazetteer of the 22,398 newspapers and periodi- 
cals in the United States and British North America, arranged alpha- 
betically by States and Cities. Population, area and boundaries of each 
State are given, witha list of its cities ranged according to numerical 
importance, and a summary of all its periodicals, revised to March 30, 
1907. Every place in each State where a newspaper or other periodical 
is published is given in its alphabetical order, with postoffice name, 
population, geographical location, chief industries, leading railroads, 
nearest city or county seat, and a complete list of publications issued. 
The names of the latter are given, with date of publication and frequency 
of issue, politics and general character, form, size and number of pages, 
subscription price, year of establishment, editors’ and publishers’ names, 
correct street address, and a record of copies printed for a period rang- 
ing from the past five to fifteen years. The latest circulation rating is 
given in figures where the publisher has supplied information concern- 
ing same, or is estimated where such information has not been forth- 
coming. 

It gives a separate list of all periodicals having more than 1,000 
circulation, and of all newspapers having a Sunday issue. 

It gives a separate list of all Religious Journals, grouped accord- 
ing to denomination and geographical location. 

It gives a separate list of all Agricultural Journals, according to 
subject treated, such as General Agriculture, Live Stock, Horticulture, 
Floriculture, Dairying, etc., arranged geographically. 

It gives separate lists of all Medical, Legal, Architectural, Scien- 
tific and Professional Journals, grouped according to specialties and 
arranged geographically. 

It gives separate lists of all publications in Foreign Languages, 
arranged lingually and geographically ; and of all publications devoted 
to subjects such as Education, Household, Children, Art, Music, Liter- 
ature, Drama, Sports, Society, History, Biography, Sanitation, Army 
and Navy, Temperance, etc. 

It gives separate geographical lists of all publications issued by 
Labor, Fraternal, College and similar organizations. 

It gives separate lists of publications devoted to Commerce and 
Finance, Insurance, Exporting, Manufacturing, Merchandizing, Mining, 
Engineering, Railroading, Real Estate, etc. 

It gives separate lists of all journals devoted to special departments 
of Industry and Business, such as Textiles, Drugs and Chemicals, Elec- 
tricity, Furniture, Hardware, Leather, Shoes, Jewelry and Watchmak- 
ing, Paper, Printing, Photography, Milling, Provisions, Groceries, 
Plumbing, Heating, Tobacco, Hotels, etc. 





1907 EDITION—NOWY | 


PRINTERS’ INK, 


—NOWY FOR DELIVERY. 





Buyer and Seller. 


lewspapers Can Afford To Be 
Newspaper Directory. 


It gives statistical tables showing the number of daily, tri-weekly, 
semi-weekly, weekly, tri-monthly, bi-weekly, semi-monthly, monthly, 
semi-quarterly, bi-monthly and quarterly publications issued in each 
State and Territory. 

Rowell’s American Newspaper Directory is the oldest work of its 
kind in the world, its establishment dating from 1869. It was the first. 
During its thirty-nine years of publication it has been the most accu- 
rate, complete and impartial. It is the only Newspaper Directory in the 
world that has steadily maintained a standard definition of circulation, 
and is now the only one published independently as a reference work 
pure and simple, free of all business connections with advertising agen- 
cies, publishers and commercial interests whatsoever. In no other 
place can an advertiser, advertising manager or advertising agent get 
access to so vast and accurate a body of information about American 
newspapers and newspaper circulation ; and it is difficult to conceive of 
any general or special information about the periodicals of the United 
States and Canada that may not be instantly found in this book of over 

1,500 pages. 





TO THE SELLER of anything purchased by publishers of 


newspapers, magazines or class journals, whether he be a manufacturer 
of perfecting presses or an author seeking to dispose of a manuscript, 
the 1907 edition of Rowell’s American Newspaper Directory is a 
complete mailing list of the entire American periodical press, 
revised to March 30, 1907. Its exhaustive grouping and classification 
makes it possible to reach, by correct name and address, the publishers 
of any State, Territory or Province, any County, or any group of publi- 
cations devoted to a Profession, Religious Denomination, Political 
Party or Finished Commodity, Professional or Technical Subject, 
Social or Fraternal Organization, Foreign Language or Special Interest 
whatsoever. 

Its circulation ratings and detailed information enable any one 
using the work for trade-seeking purposes to form accurate estimates 
of the importance and standing of any desired group of periodicals; 
and the book, as a whole, with its many indexes and subdivisions, gives 
access to the American Press not to be obtained elsewhere, so com- 
pletely and readily, by any means‘or at any cost. 








Cloth and gold; over 1,500 pages. $10 net cash, sent 
carriage paid upon receipt of price. 


The Printers’ Ink Publishing Company, 


10 Spruce Street, New York City, 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. ro SPRUCE ST., 
New YORK CITy. 
Telephone 4779 Beekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. ROWELL, 
10 Spruce 8t., New York City. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same . Five cents a copy. T 
dollars Ls ae Being pa — ateree- 
ty itis always possible to supply bac’ 
members, it wanted in lots of 500 or more, but in 
a oo cases the charge will be five doliars a 

jun le 


ADVERTISING RATES 
Advertisements 20 cents a line, pear! measure 
15 lines to the inch ($3); 200 lines to the page ($40) 
‘or specified ti lected by the adver 
tisers, if granted, double price is demanded. 
On time contracts the last copy is repeated 
nd one week 





when new yy hy to come to 
in advance o y, of publication. 

Contracts by the month, quarter or year. may 
be Spry = Pe yy the advertiser, 
and space u ‘or rata, 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 


se free. 
All advertisements must be handed in one 
week in advance. 


New York, July 24, 1907. 











Tue advertiser who says what 
he doesn’t believe will find the 
public doesn’t believe what he 
says. 


“THERE is that scattereth and 


yet increaseth.” This is not only 
scriptural but it describes what 
advertising does. 

Tue world cares little for 
solemn lectures, even on trading. 
But if you can say something en- 
tertaining it will listen to your 
message. 


Prospects for fall and winter 
business seem very good, accord- 
ing to publishers’ reports, despite 
the late summer and the damage 
to crops. The Ladies’. Home 
Journal for September will have 
a__ record-breaking issue in 
amount of advertising booked, 
and other leading magazines re- 
port good business. 


PRINTERS’ INK. 


often 
seen— 


THE typography very 
makes the advertisement 
and remembered. 


Don’t notice your competitor's 
shortcomings or ill humor. But 
get rid of your own. 

ne 
Celebration. strymental in giv. 
ing the city a real sane Fourth 
of July this year. Incidentally 
20,000 children had the celebra- 
tion of their lives. 

A couple of weeks before thie 
Fourth the Journal suggested a 
celebration and proposed that the 
Parade, several acres of ground 
used in connection with the Na- 
tional Guard Armory, be used 
and that a flag-raising might be 
arranged if the flag and_ staff 
could be secured. In case some 
responsible organization volun- 
teered to furnish the workers and 
supervision, the Journal offered 
to head a subscription list. It 
was arranged that the Elks 
should have charge of the affair, 
A well-known lumberman volun- 
teered to furnish the finest flag 
staff in the Northwest. There 
were a number of volunteers who 
wanted to furnish the flag; $3,000 
was raised in cash and thousands 
of dollars’ worth of flags, crack- 
er-jack, lemonade, flag-hats, etc., 
were donated by different Min- 
neapolis firms. 

Bright and early on the Fourth 

of July there were at least 20,- 
ooo children on hand for the cele- 
bration. No explosives of any 
nature were allowed on_ the 
grounds, but there were daylight 
fireworks, three stands devoted to 
acrobatic and vaudeville stunts, 
two bands, a fine programme of 
sports with prizes to the winners, 
a perfect sea of free lemonade, 
and food stuffs without limit. 
_ The celebration was a_ success 
in every detail and it promises to 
become an annual affair in Min- 
neapolis. The flag raising was 
an event. A-~ great chorus of 
girls sang “The Star Spangled 
Banner” as a magnificent new 
flag was unfurled. From its 
folds thousands of tiny flags fel! 
and fluttered among the great 
crowd. 
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SCHEME OR PLAN? 


The advertiser who orders out 
his announcements in July and 
August, under the impression 
that those are stagnant months 
in which he can safely retrench, 
is usually the one who advertises 
by a scheme instead of a plan. 

Advertising by a scheme is 
chosing mediums haphazard, be- 
ing moved chiefly by the _ elo- 
quence of solicitors instead of 
placing business, according to in- 
formation secured by investiga- 
tion. Advertising by a scheme 
means taking “fliers” of one to 
three insertions, and then won- 
dering where the results are. For 
an advertiser of this sort ever to 
see the utility of keeping up his 
publicity through the summer 
months, when sales are perhaps 
light, is like asking him to see 
through a millstone. 

The advertiser by a plan, how- 
ever, is more than an advertiser. 
He is a distributor, and adver- 
tising of every sort means to him 
reaching so many people so many 
times a year in  such-and-such 
mediums. He counts on winning 
over a certain proportion each 
month, and whether a_ national 
advertiser in magazines or a 
local one in newspapers, knows 
that his certain proportion of 
readers are going to be converted 
just as easily in July and August 
as in November and December. 
He has his mind set, not on what 
one ad will produce, but the 
legitimate return of results due 
him month after month through 
cumulative effect. | Pound—pound 
—pound! 

The retail piano men imagined 
until two or three years ago, 
that nobody wants to buy musi- 
cal instruments in summer. So 
they stopped advertising in late 
spring, and, never really got 
under way again until the be- 
ginning of Christmas demand. 
Some broad-minded piano men 
in one of the large cities, how- 
ever, tried the experiment of con- 
tinuing advertising until the be- 
ginning of summer, talking 
pianos for the summer home. 
The results they got were so 
surprising that they continued 
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right into summer itself to see 
what would happen, and, lo! it 
was proven that no such thing 
as a dull season existed in the 
trade. Half the piano retailers 
in the United States now follow 
this broad plan. Look into New 


York dailies the hottest days in 
and piano ads will be 
with 


summer, 
found, together 
piano-players. 

The big general advertisers 
whose goods are distributed in 
every nook and corner of the 
country, and frequently over the 
whole world; broad advertisers 
whose distribution. was complete 
years ago, and who have long 
given up “fliers” if they ever in- 
dulged in them—do you find 
them ordering out their an- 
nouncements in the hot months? 
Seldom. Pears’ soap is not ne- 
cessarily a summer specialty. Yet 
the Pears ads are just as big in 
July and August as in the middle 
of winter. Elgin and Ingersoll 
watches, Marlin firearms, the 
Prudential and Mutual Insurance 
companies, Bon Ami and Sapo- 
lio, Waterman pens, the Pianola 
—such commodities as these are 
prominent in summer. None of 
them belongs distinctively to 
summer, and some would seem 
to be unlikely in their appeal 
during the dog days. But they 
are advertised by a plan, and so 
successfully that there is no room 
whatever to question the judg- 
ment of the concerns that pay 
the space bills. They must be 
right.. If the public will buy 
Pianolas and life insurance in 
summer, or it pays to use sum- 
mer publicity to lead up to fall 
selling for these commodities—if 
this is so, aren’t there hundreds 
of other commodities, far more 
direct in their appeal, that might 
swell the magazine and newspa- 
per pages during the months 
when talcum powder and sun- 
burn lotions hold the center of 
the stage? 

The advertiser according to a 
scheme orders out his ad if a 
cloud passes over the face ofthe 
sun, The advertiser by a plan, 
however—the  distributor—knows 
no seasons. He goes by the 
basic needs of humanity. . 


those of 
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A Promising Kimball & Pat- 


terson, who have 
Combination. represented _re- 


ligious papers for a long time in 
New York, have established a 
combination of four weekly Sun- 
day School papers, called the 
Standard Religious Press. The 
four papers are Young People, 
reaching the Baptists; the Class- 
mate, reaching the Methodists; 
Forward, reaching the Presby- 
terians, and the Wellspring, 
reaching the Congregationalists. 
These four papers, it is asserted, 
print in excess of 835,000 copies 
weekly, and a combination rate 
of $2.50 a line, flat, has been de- 
termined upon. 


On the With the Sep- 

tember issue 
News-Stands, Spare Moments, 
of Rochester, will have a separ- 
ate cover, printed in colors on 
heavy stock, and is to be placed 
on the news-stands all over the 











country. Heretofore this month- 
ly magazine has been circulated 


only through the mails. Yet the 
publisher states that in three 
years a_ subscription circulation 
of over 250,000 copies has been 
built up, and in extending Spare 
Moments’ circulation field the 
subscription price is to be 
doubled, With the October issue, 
when a circulation of over 300,- 
000 is promised, the advertising 
rate will advance to $1.50 a line. 


Percy P. Vyte, the Philadel. 
phia adwriter, is in Key West at 
present, in attendance upon the 
fropical Food Show, with the 
end in view of doing organiza. 
tion work along advertising lines, 


On June 4 the Knoxville, 
Tenn., Sentinel sustained quite a 
serious loss from fire. The prin- 
cipal loss was upon the linot;pe 
machines, all of which have been 
rebuilt and one additional double 
magazine linotype added to the 
plant. While the repairs were in 
progress the press of the Jouriial 
and Tribune was used. 


Good “Anti”? In the August 
Delineator a full- 
Talk. page talk on 
dangers of substitution, by W. 
H. Black, manager of advertis- 
ing, carries more conviction than 
the associate monthly ad on this 
subject, which is appearing in 
many of the magazines. If this 
sort of talk is to do the greatest 
amount of good, «it ought to be 
original with each magazine, and 
flavored with each _ publication's 
personality. Mr. Black also has 
a page in the Designer and New 
Idea Woman’s Magazine, differ- 
ent in argument from that in the 
Delineator. He enters into ques- 
tions of trade organization in an 
intimate way, and cites many in- 
teresting examples of modern 
substitution and adulteration. 
Excerpts from the two pages 
show his style: 
When China went to war with Japan 


it was found that many thousands of 
Chinese cannon-balls were nothing 
more than wooden imitations, It was 
one of the most ludicrous, yet at the 
same time one of the most tragic in- 
stances of substitution on record. 
But the Heathen Chinee would have 
to stay up o’ nights if he tried to 
match the substitution expert. From 
month to month we have given in 
these pages many cases that tested the 
credulity. of our, readers—such as the 
adulteration of noodles, the making of 
silk out of woodpulp, or the placing of 
real bees in a mass of glucose that 
looked as if it had just come from 
the hive instead of the laboratory. This 
magazine could be filled with proofs 
of adulteration and_ substitution that 
would cover practically every article of 
food, dress and building used by mar. 
Surely leather seems to be a_ product 
beyond corruption, and yet the Boot 
and Shoe Manufacturers’ Association 
of the United States, at a recent ar- 
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assed a_ resolution 
against the use o glucose and clay 
in the manufacture of sole leather. 
Australia lost its sole-leather trade in 
England because of this vitiation. 

Recently in an American city a 
customer sued for recovery on a pur- 
chase of silverware, or what he had 
thought was silverware, He had bought 
it for “sterling,” but an examination 
snowed that the “g” had been elimin- 
ated and the word had been corrupted. 
He lost his case. “age 

Every trademark is imitated; many 
are smitated in scores of ways. At 
this time British manufacturers are 
agitating for the assistance of the Gov- 
ernment against the, evil of false trade- 
marks, and our authorities at Washing- 
ton assert that “American manufactur- 
ers have grounds for similar action.” 
Mr. Parkes, member of the British Par- 
liament, said that every article of any 
repute made in the United Kingdom 
was more or less copied by foreign 
manufacturers. Mr Collings, another 
member of Parliament, advocated a 
law giving power to confiscate all 
dishonest goods of that kind. Ameri- 
can mavufacturers annually lose much 
valuable trade because of counterfeit- 
ing or imitation of American  trade- 
marks. 

All this comes home to you—the 
consumer—when you do not take the 
pains to examine the goods you are 
buying. Often when you think you 
are getting a genuine article you are 
being swindled by one of these false 
trademarks. It ought to be plain to 
you, therefore, that your only safety 
is in finding out mal trademarks and 
accepting no variation from _ their 
wording or design, 

From the five-cent package of crack- 
ers to the five-thousand-dollar touring 
car there are standards in which we 
may safely place our confidence and 
our money. 

And you may be very sure of one 
thing,—the maker of the best never 
puts it on the market without attach- 
ing to it a distinguishing mark. You 
are sometimes met with an _ explana- 
tion like this: ‘“‘These goods are just 
the same as those with the labels, but 
the makers did not want to mark them. 
They don’t want people to know that 
they nut out anything below. their ad- 
vertised rates. They have to charge 
more for the other goods because of 
the advertising’”—and so on in child- 
ish guilelessness, 

It's one of the many crafts and arti- 
fices of the Substituter. If you take 
the trouble to question him a little he 
will always trip himself up. The 
maker of quality keeps to his stand- 
ard, and advertising is the cheapest 
method he has yet found to reach his 
market. 


nua! convention, 


The retailer buys his goods from a 


wholesaler, or “jobber.” The retailer 
is not always able to pay the whole- 
saler promptly for the stock he takes, 
and, in fact, in many cases, the whole- 
saler would much prefer to have the 
retailer deeply in his debt than to see 
the retailer clear ef indebtedness, and 
free to buy his wares from any whole- 
saler he chose. In some cases this idea 
in business life is carried so far that 


the retailer often has little or no cap- 
ital of his own. The retailer cannot 
insist on getting standard goods; he is 
practically forced to take what the 
wholesaler pleases to sell him. He is 
so deepiy under obligation to one 
wholesaler, that he cannot possibly go 
to any other. Now, while standard, 
well-recognized and trustworthy brands 
offer a satisfactory profit to wholesaler 
and retailer, there is, of course, a 
chance of much greater profit if an 
article of lower grade and lower value 
can be sold for the same price, or al- 
most the same price, as the goods that 
are standard and reliable, 

So, many a wholesaler (to squeeze 
out the last cent of profit from the 
opeety that is given him by his 
stronger hold over the retailer) sup- 
plies himself with second-grade goods, 
of doubtful reliability. 

It 1s very easy, of course, to take a 
can of second-grade peas or tomatoes 
and wrap them up in a bright, fresh 
label. It is easy to take low-grade 
spices, or soap, or perfume, or other 
wares, and put them up in packages 
just as handsome as those in which 
reliable standard goods are packed. 

In some stores “jobber brands,” 
bearing the name of a wholesaler, are 
nearly always the goods which are 
offered as substitutes when a reliable, 
well-established brand is called for by 
the customer. The jobber is not a 
manufacturer. He either has_ the 
goods made up for him, or buys them 
as cheaply as he can in the open mar- 
ket, and sticks his own label or trade- 
mark on them, 

The jobber may be reliable and well 
experienced in the business of hand- 
ling goods. but certainly you must real- 
ize for yourself, no jobber can speak 
as authoritatively and_ reliably about 
the qualities, merits and value of any 
one article as can the manufacturer of 
that one article himself. 

The jobber brand is usually one on 
sale only in the territory which is 
served by that jobber, and is found 
mainly in stores which are in some 
way contivlled by that jobber. The 
manufacturer’s own brand, on_ the 
other hand, is on sale all over the 
United States. 

If the “jobber brand” fails to ful- 


fill the quality and value which it 
promises, the gener loses very little, 
because he still has his control over 
the retailer and can_ still force his 
goods into that retail store, which, in 
turn, may have such a hold upon its 
credit customers that it can force into 
their hands second-grade-unreliable ar- 
ticles, instead of the higher-grade, 
standard articles for which they call. 

If the manufacturer's brand, how- 
ever, fails to fulfill its promise of 
value and trustworthiness, the brand 
loses reputation immediately, not only 
with consumers, but with the retailers, 
and with wholesalers also. And _ the 
loss i$ not by any means confined to 
a single territory, as in the case of 
the jobber’s brand, but the loss would 
extend all over the United States. 

The manufacturer’s own _ brand, 
therefore, shoulders a far _ greater, 
heavier and broader responsibility than 
any responsibility which could attach 
to a jobber’s brand. 
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Hotret WEBSTER, New York 
City, is advertising in southern 
dailies direct. 


Two TIME “Rough on Rats” 
copy is being placed with dailies 
by E. S. Wells, Jersey City, di- 
rect. 


RENEWAL 
Company 
placed with 
Ayer & Son. 


of Standard 
advertising is 
dailies by N. 


Oil 
being 
W 


TarRANT’s Seltzer Aperient, 
one inch copy, is going to Sun- 
day papers through the J. Walter 
Thompson Agency. 


RENEWAL copy is going out to 
daily papers throughout the 
country for Vinol, Chester Kent 
Company, through’ the James T. 
Wetherald Company, Boston. 


Tue Publishers’ Auxiliary, one 
of the newest agencies of New 
York, is running a card: in finan- 
cial papers for the Portland 
Cement Company, Allentown, 
Pennsylvania. 

Doremus & Company, finan- 
cial advertising agents, are plac- 
ing copy for the Union Pacific in 
financial papers and magazines 
throughout the countrv regard- 
ing its hundred million dollar 
bond issue. They are also plac- 
ing the business of Kuhn, Loeb& 
Company, with financial papers 
and magazines. 


RupotpH GUENTHER is placing 
classified advertising with daily 
papers throughout the country 
for Silberstein & Company, New 
York City, manufacturers of 
safety. razors; copy for Pennsyl- 
vania Institute of Inhalation, 
with country weeklies; 20th Cen- 
tury Light Company, New York 
City, with Sunday papers gener- 
ally; Heinzelman & Company, 
Mexico City, patents, with maga- 
zines; and is conducting the cam- 
paign of Reeve & Bartlet, real 
estate, in Sunday papers in New 
York and Connecticut. 
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PENN DruG Company, Phila 
delphia, is asking rates from 
daily papers. 


STaNnLey L, WILcox is making 
contracts with newspapers for 
space for the Kretol Company, 
disinfectant, Washington, D, C. 


James CiarkK & Company, 3 
West 22d st., New York, are ask. 
ing rates on publishers’ advertis- 
ing. 


“ VINOL” advertising is going into 
the magazines, through the James T. 
Wetherald Advertising Agency, of 
Boston. Magazine advertising is a 
new departure for Vinol. 


FRANK KIERNAN & Company, 
156 Broadway, New York are 
placing advertising in local dai- 
lies for the Union Central Life 
Insurance Co. of Ohio and 
George E. Marster’s Travel Bu- 
reau, New York.. New copy is 
going out through this agency 
for the Woodbury Dermatologi- 
cal Institute in Boston. 


Durinc June the Crockett 
Agency, of New Orleans, La, 
closed contracts for placing the 
business of the following con- 
cerns: Cavoroc Co., distillers; 
The Central Trust & Savings 
Bank, Germania Bank & Trust 
Co., Stewart Bros., cotton; Fen- 
wick Sanatarium, of veg ag 
Le Beau’s Fish Decoy Co.; R. J. 
Derbes, Jr., and E. F. Mielly. 
The agency is also making con- 
tracts for the Thos, Handy Comt 
pany (Sazerac Cocktails). 


THE national convention of 
Ad-Men’s Clubs will be held in 
Cincinnati, August 27-28-29-30. 
The Cincinnati club is planning 
to receive the visitors in royal 
fashion. The growth of Ad- 
Clubs throughout the country is 
encouraging. Merchants are 
agreed that associations are bene- 
ficial when advertising men meet and 
exchange ideas for the better- 
ment of their work and the up- 
building of their profession. 
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A. P. CoAKLey, for many years 
advertising manager of the Lewis 
Publishing Company at St. 
Louis, has tendered his resigna- 
tion, taking effect July 15th. 


Tue Merchants’ National Bank 
of Philadelphia, of which F. W. 
Ayer is president, is sending to 
customers copies of Rhodes’ In- 
terest Chart, mounted on heavy 
board, 


Tue July issue of the Pacific 
Monthly, published at Portland, 
Ore., was received too late for 
inclusion in the Magazine Sum- 
mary of Printers’ InK. In 
quantity of advertising carried, 
this issue is away up on the list, 
with a total of 107 pages, and 
24,080 lines. 


Do You Fill Otobiny > 
' This Bill? was received by 
Printers’ INK, written by a 
young woman of New York City: 

I am a student of adwriting, and I 
take your little paper every week, and 
find it very interesting and instructive. 

Now, I am in search of something, 
and I wondered if it wouid be at all 
possible to attain it through the 
“Want” columns of your paper. 

I desire to become acquainted with 
some young woman, who is also in- 
terested in adwriting, or knows some- 
thing about it, to spend my. two weeks’ 
vacation with. My idea is to go to 
Niagara Falls, thence to Toronto, then 
to some quiet place in Canada where 
I can rest and study for the remainder 
of the two weeks, It occurred to me 
that you might be able to put me on 
the right track to accomplish my de- 
sire. JI am aé great believer in the 
power of the press, and have met some 
very interesting and reliable people 
through its medium. 

Any information you can _ furnish 
me with toward gaining my end, would 
be much appreciated. 


Printers’ INK will forward 
any communication from a 
“kindred spirit” who thinks she 
would like to spend two weeks in 
the manner indicated. 


THE MAGAZINE _ REPRE- 
SENTATIVES ORGANIZE. 


_ After several preliminary meet- 
ings, advertising representatives 
of many of the magazines met at 
the Westminister Hotel in New 
York on July 10 and formed a 
permanent organization. The 
name chosen is the ‘“Representa- 


tives Club,” and the purpose of 
organization, as stated in the 
Constitution, is the “discussion 
of and action on anything per- 
taining to the promotion of ad- 
vertising, which shall include the 
promotion of the sale of adver- 
tised articles.” F 

An attempt to attain the last 
named object, among __ other 
means, will be by the wide dis- 
tribution of printed slips among 
consumers, on which will be writ- 
ten the names of dealers who do 
not sell articles which are ad- 
vertised. These slips will be 
sent to the club by consumers, 
who will distribute them among 
the advertisers interested. 

In other channels, also, the 
club will serve a useful purpose, 
although it is too early to out- 
line these definitely. ; 

Many magazine representatives, 
not at present members, are ex- 
pected to join the organization. 
Every standard magazine of the 
country is expected to be repre- 
sented, in fact, on the member- 
ship list. 

The officers chosen at the July 
meeting are as follows: 

President—E. FE. Phillips, American 
Magazine; Vice-Presidents—W. A. 
Trowbridge, Harper’s Magazine; O. B. 
Merrill, Youth’s Companion; R. V. 
Smith, Outing; F. Morrison, Suc- 
cess Magazine; W. A. Patterson, De- 
lineator, and Joseph Judd, Literary 
Digest. Secretary—W. J. Neal, 
World’s Work. Treasurer—I, _P, 
Mills, Munsey’s. Programme Com- 
mittee: Chairman—W. Wheeler, 
Associated Sunday Magazines; George 
Bolton, Ladies’ Home Journal; Francis 
Bellamy, Everybody's; C. B. Kirkland, 
Collier’s, and H, M. Porter, McClure’s. 


AUGUST COVER DESIGN, 
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WHO’S WHO AND WHERE- 
FORE. 


CHARLES Ww. 
LOUIS 


KNAPP—THE ST. 
“REPUBLIC.” 


Charles W. Knapp, the editor 
and chief owner of the St. Louis 
Republic, is one of those real 
journalists to whom men in the 
same business take off their hats. 
If he were only the editor of a 
great paper, in the Mississippi 
Valley, that would be a reason- 
able distinction. But he is much 
more. Missouri journalism is an 
intensely local thing. It is not 
only local as to place but as to 
time. It clings around Governor 
Folk for the moment. It cen- 
tred in interest in Joseph Pulit- 
zer for a period, and for a longer 
time than either it fastens its at- 
tention on the Kansas City Star 
in the personality of Mr. Nelson, 
its owner. Whatever Missouri 
journalism has been, it has never 
lost its personality. It couldn’t 
do it. When they said in Pike 
County “show me,” they wanted 
to see a man, and they never 
had a newspaper in that neigh- 
borhood which was not the man 
and the newspaper nothing. 

When the Globe-Democrat was 
in its most virile period under 
the management of McCullough, 
that was only a name _ under 
which he thrived. The Republi- 
can, equally vigorous and thrifty, 
was Knapp’s paper. The German 
papers were Carl Schurz’ organs, 
and later on it wasn’t the Post- 
Dispatch that Pulitzer built up, 
it was Joe Pulitzer. They built 
up so big that he had to come to 
New York to grow. Even in 
Kansas City it wasn’t the Jour- 
nal, it was Mumford’s news- 
paper, and to this day the Kan- 
sas City Star is “Nelson’s paper.” 
In the same way at St. Joe and 
Sedalia, the editor’s name comes 
up first, and it is true in St. 
Louis where they speak of 
Charlie Knapp’s paper before 
they name it the Republic. 

His paper is no new thing. It 
is within a turn of the wheel a 
hundred years old. To hunt for 
its contemporary as a daily sheet 
one might look over the East and 


stay his search at the Baltimore 
American, which after all is the 
only one near it in the dignity of 
age. Papers have gone on and 
had vicarious existences, but tiie 
St. Louis Republic comes very 
near being the oldest identity on 
our continent. It was a news. 
paper in St. Louis when they 
signed there with authority 
Napoleon Jmperator, and it was 
law. A few years after that it 
was a daily paper and Senator 
Benton’s first speech was told in 
its columns. It wasn’t much of 
a paper then, but Benton’s speech 
was what opened the western 


mind to the existence of Mason 
and Dixon’s Line in the West, 


i es ae 
CHARLES W. KNAPP. 
and from that moment began the 
bloody war in Kansas. In alt 
these steps the St. Louis Re- 
publican, so called at that time, 
had a very important part. It 
is difficult for us, in this com- 
mercial period of the life of 
journalism, to understand what 
influences were exerted at that 
time by a newspaper. It con- 
cerns us to know now in what 
relation it is with a department 
store. But at that time it was a 
great and serious relation with 
the most imminent questions of 
political and national life, and 
the Republican dealt with those 
authoritatively. It represented at 
that time what it believed to b- 
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the {feelings of its constituency, 
and as a newspaper it did that 
faithfully. It was democratic in 
principle, earnest in advocacy 
and honest in purpose. It may 
have been right enough in prin- 
ciple, that is in unsettled ques- 
tions, but in its advocacy it was 
earnest beyond question, and 
moreover it stood for a _ vast 
body of people who believed in 
States Rights and were its read- 
ers. Leaving out that phase of 
its career, it began about 1875, or 
1876, to be a rcal newspaper. 
Before that it was a partisan. 
Its real parent was John W. 
Knapp, the father of our subject, 
who tried very hard to hide the 
man behind the newspaper. In 
Missouri, as we have said, that 
was not allowed. They wanted 
the per.onality; in other words, 
they wanted a man to shoot at 
instead of a newspaper to sue. 

But there was a transition 
stage. It's a long story, involv- 
ing a lot of curious circum- 
stances, associated with General 
Grant as President, John , Mc- 
Donald, the head of the whiskey 
and 
out of the awful scandal the 
Republican came into a new ex- 
istence, with the son of John W. 
Knapp as its head. Now what- 
ever the political history of the 


ring, and scores of others, 


In the first place its name was 
changed from the Republican to 
the Republic. It wasn’t fair, 
under modern conditions, to en- 
tile a democratic paper with a 
name so erroneous as applying 
to its politics. It wasn’t a new 
paper of course. Nor was St. 
Louis a new town, but about that 
time both of them took a new 
gtip.on life. Both of them 
thrived, and Mr. Knapp’s history 
in a categoric sense is appropri- 
ate here and is as follows: 
Charles W. Knapp, editor and 
publisher of the St. Louis Re- 
ic, was born in St. Louis, « 
23. 1848, graduated at 
. Louis University, degree 
1865, and at the Uni- 
Nersity of Kentucky with degree 
of LL.B. in 1867. Entered ser- 
rice of the Missouri Republican 
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in 1867, of which his father, Col. 
John Knapp, was one of the 
principal proprietors. Served in 
various capacities, and long had 
charge of the paper’s Washington 
bureau. Became president in 
1887 of the publishing company. 
Changed the name of paper to 
St. Louis Republic in May, 1888. 
It will be observed that Mr. 
Knapp has been identified with 
the Republic for more than forty 
years, nineteen of which he has 
been its president. He has also 
been. a director of the As- 
sociated Press for seventeen 
years, a member of the American 
Newspaper Publishers’ Associa- 
tion for the same length of time, 
and president of that association 
for three years. He is a direc- 
tor of the Louisiana Purchase 
Exposition Company (St. Louis 
World’s Fair) and was one of 
the most active and _ valuable 
members of its executive com- 
mittee. His paper is part of his 
life. He believes in it and works 
for it. He conducts a_ semi- 
weekly edition, which for geo- 
graphical and ethnical seasons is 
largely read, and to that he gives 
his special attention. His real 
rival in the newspaper field is 
the Globe-Democrat, but the is- 
sue between them is fairly con- 
ducted. His theory in journal- 
ism is that fair treatment on 
both sides is the essefitial to 
honorable _ prosperity. He has 
conducted his paper on that basis 
and finds that it pays him well, 
not only in money, but in that 
serene quality of dignity and 
decency which establishes the 
gentleman. E 
——_+@>—_—_—_—_ 


Ir takes a pushing man to write 
a pulling advertisement.—White’s Say- 
ings. 

—_—____+o+ —-——_ 
PSYCHOLOGICAL. 

The Metropolitan Street Railway 
Company has hit upon one potent de- 
vice for luring men into its employ. 
It advertises for employees by means 
of a large electric sign which says: 
“Recruiting Station for Motormen and 
Conductors.” The very words ‘“Re- 
ruiting Station” appeal to the romantic 
side of a young man’s nature. It 
sounds more like the army or navy 
than an everyday a and _ at- 
tracts many men who would be _re- 
ey by a commonplace sign.—New 

ork Sun. 
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THE LURE OF THE 
HAS-WAS. 


You find them wherever there 
are periodical advertising medi- 
ums—the Grand Old Traditions. 
There is at least one among the 
daily papers of every city. They 
exist among the high-price and 
low-price magazines, the women’s 
publications, the mail-order jour- 
nals, the religious publications. 
There is a Grand Old Tradition 
in every trade, technical and 
professional field. The agricult- 
ural press harbors them. 

The Grand Old Tradition is a 
publication that, so far as direct 
pulling power is concerned, has 
a great future behind it. On 
actual returns from keyed adver- 
tisements it would almost invari- 
ably prove to be the most costly 
medium in its territory, class or 
trade, and for the average adver- 
tiser it would often be better to 
leave it off his list entirely. Yet 
when it comes to advertising pat- 
ronage and advertising revenue 
these Grand Old Traditions are 
usually valuable publishing prop- 
erties, to which business gravi- 
tates despite their unproductive- 
ness. 

“If that newspaper’s circulation 
ran down to only a thousand 
copies a day,” said an authority, 
speaking of a certain Grand Old 





Tradition in the metropolitan 
field, ‘and the publisher could 
keep his circulation secret, it 


would still carry as much adver- 
tising as it does now. Advertis- 
ing is the last thing to flock to a 
periodical, and the last thing to 
leave it.” 

The Grand Old_ Traditions 
among technical journals are 
those that refuse to talk of their 
circulations, leaving figures to 
younger and more productive 
competitors, and resting on pres- 
tige. The Grand Old Traditions 
among magazines are silent, too, 
and to queries on circulation 
matters, their publishers reply 
that every cultured home has to 
have such representative periodi- 
cals, and the advertiser needn’t 
worry about the crass figures of 
a circulation that reaches every- 
body worth while. At the same 
time, these Grand Old Traditions 


get their circulation through 1 
activity of book canvassers, ai: 
most of their subscribers receiy 
them as a premium with som. - 
thing else. 

‘lhe Grand Old Tradition type 
of medium isn’t altogether 
worthless to the advertiser. For 
certain commodities it is  indis- 
pensable. But every medium of 
this sort carries from sixty to 
ninety per cent of business that 
is inserted by advertisers with- 
out investigation of circulation 
or keying of results. The solid- 
est conservative business houses, 
inexperienced in advertising 
management, often begin in the 
Grand Old Tradition field with 
their whole appropriations, ig- 
noring newer, cheaper and more 
popular mediums that reach the 
whole people. New advertisers 
cut their eye teeth on_ these 
Grand Old Traditions, and in 
their ingrained respect for pres- 
tige, ignore real values in buy- 
ing advertising. Many a_ business 
house, through a _ conscientious 
trial of a list comprising nothing 
else, have decided that advertis- 
ing doesn’t pay. 

Don’t undervalue the Grand 
Old Tradition. Even if it is 
given away, people probably read 
it. But eliminate all considera- 
tions of prestige in purchasing 
advertising space. No matter 
who reads a publication, its only 
value to the advertiser is what 
it will bring in dollars in com- 
petition with all other periodi- 
cals. Business men observe no 
traditions in buying raw material, 
labor or transportation. As _ they 
advance from the sentimental to 
the actual in buying advertising 
space, they will depend less on 
prestige and more on_ keyed 
orders. The Grand Old Tradi- 
tion medium is entitled to a fair 
trial with all other mediums. But 
investigate it. Key it. It may 
not be the medium it used to be. 
Perhaps it never was. 


ao 


o 


4 


Do you really refund money cheer- 
fully when a customer asks it—do you 
keep your store spotlessly clean—is 
your store bright, light, airy and a 
more pleasant place to shop than the 
average store? If so, remind the pub 
lic of these things occasionally.— 
Knode Island Advertiser. 
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CARRIER VS. PUBLISHER. 


A case has just been decided in 
the St. Louis Circuit Court, which 
has an interest for newspaper 
publishers and newspaper car- 
riers everywhere, since it settles 
in some measure the status of 
carriers’ routes and_ publishers’ 
rights. One Sterowski bought in 
1895 a carrier’s interest in a 
Post-Dispatch route. To get the 
consent of the Post-Dispatch to 
the transfer of ownership, he 
signed an agreement that he 
would abide by the paper’s rules 
governing carriers, and that he 
would handle no other English 
paper except with the consent of 
the Post-Dispatch, He main- 
tained the route during all of the 
intervening years. A few weeks 
ago a uew English paper was 
launched, in competition with the 
Post-Dispatch. Sterowski desir- 
ing to increase his revenues, an- 
nounced his intention of carrying 
the new paper, in the territory 
held by him. His attention was 
called to the clause in his con- 
tract prohibiting the handling of 
any other English paper without 
the Post-Dispatch consent. He 
held that the agreement was not 
binding—first, because it was his 
recollection that at the time he 
signed it the Post-Dispatch man- 
ager told him it was only a mat- 
ter of form; and next, because 
he had several years been carry- 
ing other English papers without 
any protest; and by permitting 
him to do this the Post-Dispatch 
had waived its rights under that 
clause. He was urged to find 
some one to buy his Post-Dis- 
patch rights, and two would-be 
buyers were sent to him, but he 
refused to sell. He began to de- 
liver the new paper, in addition 
to the Post-Dispatch, and then 
the publishers of the latter put 
a new carrier in charge of that 
district, and declined to furnish 
Sterowski any more papers for 
his customers. 

Suit was brought, asking an in- 
junction restraining the Post- 
Dispatch from taking the terri- 
tory rights away from him. _ His 
attorneys held that when Ster- 
owski bought the delivery from 
another carrier with the pub- 





lisher’s consent, he bought a 
tangible property right, which 
was his forever except taken 


away by due process of law. He 
held that, in any event, the Post- 
Dispatch had no legal right to 
make an agreement with its car- 
riers, binding them not to handle 
another paper, because such a 
contract was in essence a conspir- 
acy, and in violation of the crimi- 
nal statute. Finally he held that | 
he had a right to the extraordi- 
nary writ of injunction because 
an ordinary proceeding for dam- 
ages would fail to furnish a 
remedy, since it was practically 
impossible to establish any 
standard or measure of damages. 

The Circuit Court gave the 
case two hearings—one on _ the 
orginal petition and another on 
an amended _ petition—and_ on 
both hearings the writ of injunc- 
tion was refused. The Court, in 
the course of the argument, made 
clear by its questions and _ its 
comments the view that a news- 
paper publisher, like any other 
manufacturer, had a_ right to 
make such a contract as would 
secure to himself the exclusive 
care and effort of a man who 


was given exclusive and_ val- 
uable_ privilege in a_ specific 
territory. The Court failed to 


sustain the plea that the carrier 
has a continuing property right, 
or that the rights of the publish- 
er had been waived by nonuse; 
and indicated that if the plaintiff 
had any claim, there would be no 
difficulty in establishing it through 
a proceeding at law for damages. 


> 


MEETING OTHER ARTICLES. 


If your friend is a particular devotee 
of the kind of advertising which merely 
reminds people of the given trade-mark 
remind him that every article must meet 
not only the competition of other makes 
of the same article but must also, in 
many cases, meet the competition of 
many different things. If a person is 
thirsty and wants whiskey and thinks 
of “Wilson,” he is quite apt to buy 
that whiskey; but if he is equally fond 
of beer and thinks of “Schlitz,” he re- 
members its purity (“Even the air is 
filtered”). He isn’t sure about the 
purity of Wilson whiskey (the adver- 
tising never said it was pure) and he 
is pretty apt to ask for Schlitz. If your 
advertising is convincing enough to 








meet the competition of other articles 
it is convincing enough to meet the 
competition of 

Monthly Solicitor. 


other brands.—Star 
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A FAMILY PAPER, FOR 
ROMAN CATHOLICS. 





For two generations the house 
of Benziger has been well known 
among Catholics. The business 
was established in this country 
in 1853, and at present Benziger 
Brothers are the largest publish- 
ers of Catholic school, prayer and 


other books in_ the — United 
States. They are also said to be 
the most extensive manufactur- 


ers of church goods in the coun- 
try. Branch houses are main- 
tained at Cincinnati and Chicago, 
with a large factory and bindery 
in Brooklyn. The reputation 
built on this foundation is _be- 
hind Bensziger’s Magazine, which 
is accorded by the latest issue of 
Rowell’s American Newspaper 
Directory the largest circulation 
ot any Catholic publication of the 
country. And since the Direc- 
tory went to press a special sub- 
scription campaign has _ been 
waged, so that at present the 
publishers state that in excess of 


75,000 copies are printed each 
issue. In building up the sub- 
scription list, every effort has 


been made to secure a paid-in- 
advance circulation. 

“Benziger's is designed espec- 
ially,”’ said one of the publishers 
recently, “to give the Catholic 
public a distinctive magazine of 
its own and particularly to satis- 
fy the reading wants of those 
Catholics who refuse to admit 
the secular magazines into their 
homes, but who are anxious to 
gain the advantages accruing 
from regular periodical reading, 
and they are legion. 

“That this clientele is a highly 
desirable one for the advertiser 
is evidenced from the fact that 
the subscribers to  Benziger’s 
Magazine pay two dollars for a 
year’s subscription. Fully forty 
per cent renew promptly and the 
average total renewals for each 
month are slightly in excess of 
sixty per cent. 

“To reinforce and augment this 
home circulation a_ substantial 
percentage of each issue . goes 
into the large Catholic colleges, 
girls’ academies, orphan asylums, 
convents and similar institutions 
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where the non-Catholic magazine 
is not admitted. 

“What this means to the ad- 
vertiser who has the right ki: 
of goods to sell can readily |. 
seen. There are eighty-six Cat! - 
olic seminaries in the Unite 
States, at which young men are 
prepared for the priesthood, with 
Over 5,000 students and a corre- 
sponding corps of professors: 
198 regular colleges, in addition 
to these seminaries, with 59,000 
students, and 678 academies for 
young ladies. To these must be 
added about four thousand con- 
vents housing over forty-three 
thousand nuns. 

“Benziger’s Magazine guaran- 
tees the advertisements that ap- 
pear in its pages, and refuses 
liquor, medical, financial, or any 
questionable advertisements. The 
aim is to keep the advertising col- 
umns up to as high a tone in 
their province as the reading 
pages are in theirs, so that there 
may be nothing published that 
would be 


C } misleading or that 
might in any way offend the 
reader.” 

The field offered advertisers 


by publications like Benziger’s 
should be a profitable one for 
cultivation. There are mighty 
few papers which are primarily 
of a religious nature which are 
worth consideration, and when 
one does appear it deserves at- 
tention. 
Seaeree ene ee 
ALL advertisements are want adver- 
tisements.—Burba’s Barbs. 
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The Only Paper in St. Paul 


which has secured the Guarantee 
Star of Rowell’s American Newspaper 


Directory is the Pioneer Press. 





@o ©®) 
The Only Exclusively Morning 


Paper in Minnesota 


which has secured the Gold Marks 
of Rowell’s American Newspaper 


Directory ‘is the Pioneer Press. 


CONDE HAMLIN, - - Manager. 





PERRY COTNAM, Superintendent of Advertising. 





STEPHEN B. SMITH, Payne & YOUNG, 
30 Tribune Building, Marquette Building, 
NEW YORK, CHICAGO, 


Eastern Representative. Western Representatives. 
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Economy Means Wealth. 


I have just been reading your “ Wonder Why”’ booklet. 
What ink I use doesn’t amount to much, and I generally 
get it where I happen to. I have never had any ink that 
didn’t work well, so when I am ordering type, etc., I put 
in an order for what ink I use. When I need ink alone, 
l’ll send you an order. Send me your ink book if you 
want to, HowarD M. DEMING, 

The Sterling Press, Winsted, Conn. 





A great many printers throughout the country seem to labor 
under the same impression as Mr. Deming, that their ink 
wants are so small there is no need of economy. For four- 
teen years I have been soliciting the ink trade of printers, 
both large and small, and have tried to make it plain that I 
want every one, whether they use a 4-lb. can or a 500-Ib. 
barrel. All I ask is a trial order, and if the goods are not 
up to the highest standard of quality, the money is refunded, 
also the transportation charges. 
Sample book and price list sent on 1 application. 


ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York. 

















YEARS FOR $5 


The subscription price of PrinTERs’ INK is $2 a year, 
but a four years’ paid-in-advance subscription can be had 


for $53, or four one-year subscriptions for four separate 


subscribers for the same sum, or twenty for $20. Some 


intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 
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COMMERCIAL ART CRITICISM 





BY GEORGE’ ETHRIDGE,. 


READERS OF PRINTERS’ 


After methodically hand letter- 
ing the great share of the Curran 


Clark advertisement reproduced, 
some one was not content to al- 
low a little white space on either 
side, and two type foundry dec- 
orations were dropped in _ for 











Our Beautiful Bookict Payee Sau Mateo County 
CURRAN CLARK, 








pag Cali orvie 
9 OF 167 Mein Street, Redwood City, Celifornie 





‘No.1. 





good measure. They mean noth- 
ing—they accomplish nothing— 
they immediately detract from 
every other part of the ad. This 
was a generous space—half page 
standard magazine size, and as 
an exhibition of bad judgment it 
is almost spectacular. Pictorially 
the ad is lacking in every essen- 
tial feature. 

The illustration marked No. 2 
is a comprehensive combination 
of picture, embodying room for 





' INK WILL RECEIVE. 
CAITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 








41 UNION SQUARE.N.Y. 


FREE OF CHARGES 







every move with unfailing atten- 
tion. An advertisement, how- 
ever, should not constitute a 
chekerboard problem. All of the 
curves, angles and divisions in 
the New York Belting Company, 
Ltd., advertisement offer just so 
many means of refuge for type 
deposits which confuse and dis- 
tress the vision. The copy is 
subdivided into seven or eight 
sections and it is probably due 
to the fact that this concern is 
backed by fifty years of success- 
ful business life that they are 
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No.2. 


type display with a probable 
recommendation that every font 
of type known to the trade be in- 
troduced. 
* 





* * 


In chess or checkers the eye 
must follow every square and 





able to pay for and indulge in 
this style of publicity. The or- 
iginal of this advertisement oc- 
cupied a space seven by ten 
inches, and to reduce it to the 
size of a single column in Print- 
ERS’ INK is manifestly an in- 


justice. 

* * 
The Murphy Manufacturing 
Company illustrate their mail- 


order proposition with what ap- 
pears to be a _ woodcut of a 
drowsy afternoon at a Monte 
Carlo gambling table. The gen- 
tleman with the Herman beard 
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in the foreground has_ evidently 
cornered the dollar market, judg- 
ing from the assortment of cur- 
rency he has spread out before 
him. There are two layers of 
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Run a 
Mail Order 
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it a hardship for a certain jo 

tion of magazine readers you 

yourself out of just that m 

possible customers,’ and 

Frothingham, as usual, is’ ri ht. 
* * * 


In the Penberthy Injector ad- 
vertisement too much space is 
given up to a confused display of 
men and factories with the sun 
and its rays turther complicating 
the background. Close inspection 

















nd make more money than you ever did before. We 
on you how and furnish the best — 
out, and goods wholesale. 
tell you more about the mail order business than all 
the experts put together. 


MURPHY MFG. COMPANY, South Norwalk, Conn. 














the “long green,” several dom- 
inoes, a set of old maid playing 
cards and a love letter or two. 
He does not seem particularly, 
pleased over the layout at that. 
In the background three dowdy 
females are counting the “kitty.” 
We would like to ask in all seri- 
ousness, if this picture would in- 
fluence a man of any mental cali- 
ber whatever to tahe up the 
mail-order proposition? 

* * * 


To acquire the facts in the 
case of the Whitlock Coil Pipe 








BIG PIPE-BEN Ds 


T Whitlock Goil Pipe Go Hartford “n0.U.S.A. 








Company advertisement, requires 
study, patience, self- sacrifice and 
the refocusing of the eyes some 
eight or nine times. The message 
to the public is conveyed in in- 
distinct and almost unreadable 
type. If every reader had suffi- 
cient time at his disposal to take 
a personally conducted tour 
through the intricate mazes of 
this advertisement all might be 
well, but as Robert Frothingham 
of Everybody's says: “Advertise- 
ment reading is generally a pas- 
time and a pleasure. If you make 
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Am WJECTOR OUT OF 
ORDER MEARS 


NO WATER 
A COLD BOILER 
IDLE MACHINERY 
LOST PROFITS 


Get the reliable eexeern 
——Ht always ae 
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shows that the article advertised 
is resting among a prickly file of 
factory smoke stacks. How much 
more sensible it would have been 
to have shown the injector in 
larger form with one workman 
and a practical caption? ‘The 
arrangement of this clumsy pic- 
ture cuts the advertisement in two 
parts and in no wise inspires the 
imagination or desire of the crit- 
ical and prospective buyer. 
* * * 


G. W. Cole & Company have 
really discovered something new 
in the way of advertising illus- 
tration. Working on the prin- 
ciple- that four heads are better 











than one—and bald heads at that 
—they build a fence in front of 
their good work and tell of thei 
“3 in One” first aid to the razor. 
These gentlemen should know, 
for they’ve tried it on their 
heads as well as their chins, and 
the official guard of numbered 
hairs has lost another job. 
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WirtnH advertising developed toa cer- 
tainty as a business producer, there is 
po excuse for any man, who has, 
or can get a good article to sell, to sit 
down and wait for “something to turn 
up.” If the article is really good, take 
it to some advertising man of experi- 
ence, and if you haven’t got the capi- 
tal to make a start, like as not he 
may be able to put you in the way of 
getting it. Hustle and a will 
sell any good  article.—Agricu tural 
Advertising. 








Advertisements. 


Atrovtiannente in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (299 on 
Sor each insertion, $10.40 a line per “pss Five 
per cent discount may be deduct yment 
a ony and order yy "Eatin 
and ten per cent on yearly contract paid 
wholiy in i aa Ifa specified position is 
demanded for an adr ertinement, and granted, 

double price will be charged. 


WANTS, 


DVERTISERS’ TALK about mye adver- 
tising work, Free. SETH BROWN, Chicago. 


N inciter of news interest wants position 
Z on daily or weekly. Space, salary; or inter- 
est. “WAKEUP,” care Printers’ Ink 


~ TEREOTYPER—Practical and reliable; in 
charge of department, desires change; high- 
est credentials, Address ‘E. '.,” care P. ii 


LLUSTRATED FARM SERVICE for dailies 
Page mats or any way to suit. ASSOCIA TED 
FARM PRESS, 112 Dearborn St., Chicago. 


(PHE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


DITOR—Good newspaper man to take chargé 

4 of high class publication; also an experi- 

enced reporter. yrite, stating experience. 
HAPGOODS, 305 Broadway, N. Y. 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable positions now open e can 
give every a man poe a portunity for 
a ree t. Send for Oklet No. 
FERNALD’S NEWSPAPER ie s EXCHANGE, 
Springfield, Mass. 


+6 4 DVERTISERS’ MAGAZINE”—THE WEst- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best “Schoo 
of agg of in existence. Trial subscription 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave.. K Ave., Kansas city. ‘Mo. 


The Alert Agency 


who desires the services of a clever-thinking, 
forcible ad-writer, will do well to address ‘*W, 
M. B.,” care Printers’ Ink. 


Abraereue MANAGER large Broadway 
ay Sand firm, capable of desi; iz 
oviginal booklets and artistic advertising ideas, 
desires similar —_ ion elsewhere or eo 
eonnection with a high-grade magazine 
‘newspaper. Highest characters. Address A No.4 1 
care ot Printers’ Ink. 


CUTS WANTED. 

Australian house in large way 0 business, 
wants to arrange for regular supply of cuts 
of every description for department store ad- 
vertising. Send proofs and prices to “CUTS.” 
Pi ‘ivate box 1645, General Post Office, Sydney, 

S. W.,” Australia. Letters to Austral 


e st 5 cents. 


‘DITOR and manager, energy, experience and 

4 ability, would purchase interest in pews 
paper plant in growing town in Montana, Idaho 
or Washington, on line of yy te "Pasitie Rail- 
road. No “dead ones.” Must be payt ng 
proposition with a future. Adarecs, wi h a 


af 
oe 544 Hancock Street, Brooklyn, N.Y. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 

and ad managers should use the ciassified col- 
umnes of PRINTERS’ INK, the business journal for 
advertisers, Sr pon nor weekly at 10 Spruce St., 
New York. Such »dvertisements wall ve inserted 
at 20 cents per live, six wordsto the line. PRINT- 
ere’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any otuer publication in tue United States, 


DVERTISERS Attention! Unusual oppor- 
tunity to secure services of practical ad- 

vertising specialists at moderate jirices. —_ 
sketch and copy for any size ad for $1. Sen 
size wanted and data. Large or small my 
tions quickly and permanently put on paying 
basis by original methods. sales, plans 
mail-order worE a specialty. Attractive draw- 
ings, printing and lithographing; best work— 
lowest prices. “THK ADWRIGHT,” Box C. 1¢* 
Rutherford, N. J. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for reaay positions at & week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
My One graduate fills $8,000 place, another 
5,000, and any number earn $1,500. The best 
Sisthine adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds suppiy. 
GEORGE H. OWELL Advertising and Ruat- 
ness Expert. 471 Metropolitan Annex, New York. 


How To Get A Position———, 


A little book chock full of helpful experi- 
ences, tried plans and ‘“‘horse sense.” Few 
can market Lg services. This book 
teaches how write letters that COM- 
MAND Att ENTION: tells how to interview 3 
deals with qualifications, experience, salary, 
and a dozen other vital topics. “‘Worth its 
weight in gold,” says one purchaser. Price, 
postpaid, 25 cents. 


Roland Hall, 1120 Ash Ave. Scranton, Pa. 














A Good Chance for a Photoengraver 


betes ene ges Page & Company want to get a 
practical photoengraver, a man who could de- 
velop a photoengravin “5 rtment. Our plan 
is to do small work, wit! imited plant. and to 
take on work as we gai n experience. In this 
manner Doubleday, Page & Company have de- 
theme, their composing room, press room and 

ind 

Hone | but an Open Shop man considered, 

Addre 


ress 
DOUBLEDAY, PAGE & COMPANY, 
183-137 East 16th Street, New York City’ 
—_ +> 


COIN MAILER, 


$ YAR R 1,000. For 6 coins $8. Any printing. 
e ACM ROOIN CARRIER CO., Burlington,la. 
anne 


—_ +4 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 254 com. 
3 samples, 10c. J.C. KENYON. Owego,N. ¥. 


—+e)——— 
PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York "Cit: 
Coated paversa specialty. Diamond B Perfect, 
Write for high-grade catalogues, 
4 


PRINTING. 

p®ouet delivery of highest quality printed 

business forms and advertising matter, is 
our specialty. Let us estimate on your next 
pat If your job is a very technical one or re- 
aires res exactness in all respects we can suit = 
'HE BOULTON PRESS, “Drawer 9, Cuba, N. 
ee 


COIN CARDS. 


$3 PER 1,000. Less for n more; any peincing. 
THE GOIN WRAPPER O0,, Detroit, M: 
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CARD INDEX SUPPLIES. 


G* prices on Stock Cards and Special Forms 

rom manufacturers. Curds furnished tor 
all makes of cabinets. Special discounts to 
Printin; ng Trade. 

STANDAKD INDEX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
—__+or—___ 
HALF-TONES. 


awe rare sd —_ F-TONES. 
4, $1; 4x5, $1.60. 
Et, pb cash accompanies the order. 
Sena for sample: 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


EWSPAPER Publishers, comint into city at 
Grand_ Cenvral Station 1 find us con- 
vienent to leave orders wit: x either j-b or 
newspaper _half-tone. STANDARD ENGRAV- 
ING CO., 40th St., cor. 7th Ave. 


get enp or line productions. 
inches or smaller, delivered prepaid. 7ic.; 
Casa with order. Ail 
Service day and nigbt. 
References furnisbca, 
b, O. Box 815, 


10 square 


6 or more, 5c. each, 
newspvuper screens. 
Write for circulars. 
Newspaper process-engraver. 
Philadelphia, ba. 


BOOKS. 





es "3" — on Advertising, ae worth 
Dis.on 2or more. Send for list. 
PROFITABLE ADVERTISING, Boston. 


Forty Years an n Advertising Agent 


BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as @ real business force. 
The remainder of the edition (published Jast 
year) is now offered forsale. About 600 pages, 
5x8, set in ues P primer. with many half-tone 
ge Cloth and gola. Price $2, prepaid. 

HE TERS’ INK PUBLISHING CO., 10 
Mew York, 

— 


ADVERTISING AGENCIES. 


A. O°GORMAN AGENCY, 1 Madison Ave., 

e N.Y. Medical Journal advg. exclusively. 

H. % . KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, 8t. Louis, Mo. 


GRICULTURAL and Newspaper Advertiing. 
A.C.THEGEN AGENCY, 422 Drexel Bdg.,Phila, 


[HE IRELAND ADVERTISING AGENCY, 
2015 Tribune Building, New York. 
925 Chestnut Street, Philagelpbia. 
A= FRANK & CU., 25 Broad Street. N. Y. 
— ——-. Agents. Establisheu 
1872. Chicag »*hiladelphia. Advertis- 
ingof all iinds placed in every part of the world, 
—_+or—_—_——_ 
PRINTERS. 
W FE print catalogues, booklets. circulars. adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cu., 514 Main St.. Cincinnati, O. 
—_oo_—_— 


DISTRIBUTION. 


Mr. Advertiser, 
Can’t You Use it? 


OUR LIST OF GUARANTEED pesraresoes 
covering the United States and Canada like th 
=. bi. en will Distribute your Adverticing 
—— ——s on = pany class of FO. 
ONES FOU OST of MAI ING We 


Spruce St., 


will handle 4‘, toaas for you, or, if you - 


refer make direct with our 


ys 
Niscributors, W 


a... path. agg Bt ty, ‘publishers? ‘Com. 

mercial Union and Bradstreet. 
NATIONAL DISTRIBUTING CO., 
Oakland Bank Building, Chicago, Ill. 


PRINTERS’ INK. 


SUPPLIES, 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag: 
azine cut inks than any other ink house in the 


trade. 
Special prices to cash buyers. 
FFICE PASTE pre as needed. Try 
Bernard’s Vaste Powder; cleaner, better 
and cheaper than mucilage; mix it as needed 
with cold water; 216 carton, enough for |” 
months in average office; ica, to any 
address for 60 cents. BEKNA Rector 
Building, Chicago, Ill. 





TACS AND BUSINESS HELPS 
will put rou in teuch with more business, There's 
2 possible customer in every commercial enterprise. 
Sapraniten suid entalogue sent on request. 

* 


einntison Manufacturing 
Reston New York Philadelphia Chicage St. louis 


o) 








PATENTS, 


mamsPATENTS that PROTEC Tam 
Our % books for Inventors mated ey receipt 

of 6 cts. stamps. R. & A. BK. LACEY, 
Washington. b. O. Extab. ives 








PREMIUMS. 


T HOUSANDS of suggestive premiume suitable 
for publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred —_. Py list price illustrated 
catalogue. reatest book of its kind. 
ees Ae. 35th issue now ready ; free. 
. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 
> 


SPECIAL NOTICE. 


66 4 KOYAL KOAD LO KNOWLEDGE’ —Mil 
lions of up-to-date pictures and clippings 
on every topic, from ol Moos classified fer 
instant reference, ©: correspondence, THE 
SKARCH-LIGHT INFORMATION LIBRARY, 341 
Fifth Ave. (opposite the Waldorf-Astoria, N. Y.) 
en eed 
NEWSPAPER WRITING. 
I AM WRITING newspaper advertisements, 
booklets, folders, circulars and follow-up 
matter that produce business, Charges mod 
erate. Write me on your letter head to-day. 
WARREN ECCLES, Trenton. N. J. 
MAILING u ACHINES, 
HE DICK MATCHLESS MAILER, lightest and 
on uickest. Price $14.50. F. J. VALENTINE, 
Pos 


78 Vermont St., uftalo, N.Y. 
paccmbsaante raat achat ac 


PUBLISH ERS. 


Newspaper Publishers 
DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO, 
38 to 52 S. 4th Street, 
Philadelphia, Pa, 


Only one paper in each town will 
be considered. 
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ADVERTISING MEDIA, 
Tue THEATRE MAGAZINE 


jsread from cover to cover by the best people 
on both sices of tae footlights. Our readers 
ae the very kind of people who want to buy, 
who are able to buy, who buy liberally, and wit. 

uc hesitation. Do you want to reach them! 
You should look into '1HE THEATRE MAGAZINE, 
W rite for sample copy, rates and information. 

THE THEATRE MAGAZINE, 
26 West Thirty-third Street, NEw YorE. 


"[™ Ohio, has 6,000 people; 4,000 more live 

on its six rural routes. RECORD, only 
daily, reaches 7,000 of them. Minimum rate, 4c, 
inch, net, plates; typesetting, 5c. inch. 


leis 
BUSINESS OPPORTUNITIES. 


BY money honestly made, With my new 
or.gival planand $2.06 cay. ital, you can start 
a business that will make you $25 per week. 
Will send the complete plan for 25 cents. Money 
back if not as represented. EDWARD SMALL- 
WvuOw, Bloomington, Ind. 








FOR SALE, 
if HAVE for sale a 5x8 printing press and entire 
outfit in excellent condition. Wilt sell for 


cash or willexchange for something. What have 
you to offert C. H, ANNES, Milwaukee, Wis. 





F FOR SALE. 

Printing and stationery business, estab- 
lished 26 years, 1 ed in thriving Mid-\\e-t 
city of ,35,000; Saaee a plant; 5 presses; every- 
thin, rst-class condition; steady patronage 
all departments; if you want to step into an 


assured business, 
Address “G. 386,” care Printers’ Ink. 


ae ae 
PUBLISHING at; ge OPPORTUNI- 


fly ECHNICAL Trade Weekly, 

High-class paid circulation, 
Good advertising in extensive field ; 
Satisfactory net profits; 
best of reasons for selling. 
Modern methods should & enhance profits. 
Price $50,000. ares to Pg eit > parties. 


Broker in Publishing Froperty, 
253 Broadway, New Yor! 


—_——_+o>—__—_ 
TYPEWRITTEN LETTERS. 


GAY. Mr. Business Man, if you use form or tes- 
O timonial letters in exploiting your product, 
you cannot afford to overlook “ Keystone ” let: 
ters, which are actually typewritten, insuring 
the careful consideration of the recipient, in- 
stead of gomg to the waste baskét with the imi- 
se pewritten and other inferior form let- 
ters. you don’t use form letters, let us show 
you whe you ought to and how om can =~ 
money thereby. Write for sam and pri 
unyway. KEYSTONE ADVE RTISING CO. 
Drawer C, Emporium, Pa. 


—___~o+—__—_—_— 
MISCELLANEOUS. 


"we CAN DO TWO things that ought to appeal 

ou. We can print your catajlogs and 
booklets better and cheaper than the average. 
A highly sg; —— plant and skilled workmen. 
send us_ the eieyaene 3 your next job. 
REVEILLE PRESS , Vevay, Ind. 


40 00 CORRECT a up-to-date names 
9 and addresses of Vermont Siate, 

Connty, City and Town Orticials, Merchants, Man- 
ufacturers, Clergymen, Lawyers. Physicians, 


labs. All in Wa.ton’s Vermont Register, TE es 
issued, 1907-8. The Le apo has been 

for 100 years. Bourdincloth. Price % “a. 
paid, WALTON REGISTER CO., St. Albans, 


—_—___ +o 
PUBLICATIONS. 
Peoria .E ADVERTISING. Boston, Mass. 


rtising journal; $2 a year. 
eagle copy 0c. “Vol 17 began with June, 





You can- 
not cover 
Gre ater 
Cleveland 
without 


the NEws. 
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THE MAGAZINE OF BUSINESS 














Columbia Phonograph Company 
Sole Sales Agent for the 
American Graphophone Company 
Grand Prize, Paris, 1900 and St. Louis, 1904 
Epwarp D. Easton, President 


THE SYSTEM COMPANY, 
151 Wabash Ave., 
Chicago, Ill. 
GENTLEMEN: 

It gives me much fleasure to inform you 
that our advertising record for the two ycars 
and upwards, during which we have been using 
SYSTEM, shows that our returns from this ad- 
vertising have been approximately 125 per cent 
greater in actual business than the returns 
from any other medium which we are using to 
advertise the Columbia Commercial Grapho- 
phone. Very truly yours, 


J. W. BINDER, Manager. 


Pb A 
Wey 
THE MAGAZINE OF BUSINESS 
el 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, und any other suggestions for bettering this department, 





Easton, Pa. 
Editor Ready Made Department: 
Dear Sir—I wish to submit a few 
ads of a high-class picture store for 
criticism. Although pictures, gold 
frames, etc., require a conservative 
talk I have endeavored to talk to in- 
stead of over and beyond the people. 
Thanking you in advance, 
Oblige, 
(Signed) ArtHur N. BIsHop, 
A constant reader of Printers’ INK. 





The ads submitted, while in no 
way remarkable, are sufficiently 
better than the average to get at- 
tention and make a good im- 
pression. Their typography is 
excellent—good, readable type 
and plenty of white space. Only 
one, however, contains prices, 
and there seems to be no good 
reason why  pprices, or the 
range of prices, should not 
have appeared in all. Take this 
one, for instance; the argument 
is very good, but who knows 
Bishop’s interpretation of “rea- 
sonable prices.” I think I would 
rather say nothing at all about 
prices than to talk about them 
in such a general way as to con- 
vey no definite idea of them. 
But the ads are good, in spite of 
this weak point, as shown by 
those reprinted herewith: 


GIVE THE BRIDE A MIRROR! 


We often hear of gifts that were 
not just what the receiver would have 
chosen, Of course, that leaves a 
shade of disappointment, and your gift 
is far from being a success. There 
are plenty of such gifts made that 
only too soon find their way to a 
drawer or closet to be forgotten. Why 
not make your gift an_ out-of-the- 
ordinary one with a beautiful mirror? 
Any one of our dainty gold frames 
with genuine French plate glass will 
make a pleasing, lasting gift to reflect 
your good taste for many years, and 
the prices are reasonable, too. Select 
your gifts at 

BISHOP’S ART SHOP, 
Up-Town, near Fifth Street. 


BEAUTIFULLY COLORED 
NATURE PRINTS. 

The famous Lamson nature prints 
are handsome, colored reproductions 
from photographs of Nature in all her 
glory, bringing home to us the beauty 
and grandeur of the wonderful Maine 
forests. The waterfalls, trout streams, 
lakes, golden sunsets, charming path- 











ways lined with giant trees and breatl: 
ing the true fragrant air of the forest, 
all unfold to us the splendor and gor 
geous colors of this great silent won- 
derland. 

DAINTY EASTER GIFTS. 


The Lamson prints are published at 
this season expressly for Easter gifts. 
They are carefully mounted on_ large 
white cards and enclosed in a _ neat 
colored folder suitable for mailing. 
We’re having an early Easter sale of 
these beautiful prints at very reason- 
able prices. 

Size 5x7 inches, plain platinum, 15c. 

Size 5x7 inches, hand colored, 35¢c. 

Size 13x16 inches, hand colored, $1. 

Size oxi1 inches, Colored Print, 25c 

Size 11x14 inches, Colored Print, 35c. 

Mail orders promntly attended to. 

BISHOP’S ART SHOP, 
Up-Town, near Fifth Street. 


PICTURES FOR THE BRIDE! 
Are you planning a gift for some 
happy Sone ride? Why not make her 
happier, and your gift an_ all-round 
success, by choosing a pretty picture? 
A most handsome gift that will hang 
before her for years as a constant ex- 
pression of your good taste. Our col- 
lection of dainty gift pictures is truly 
charming, comprising the very latest 
publications with their rich gorgeous 
colors, as well as the more sombre 
tones of the old masters. You will be 
disappointed if you make your selec- 
tions before visiting.’ 

BISHOP’S ART SHOP, 
Up-Town, near Fifth Street. 








It Is Always Safe to Quote a \Price If 
You Can Make the Goods Seem 
Worth It, As In This Ad, from the 
Houston (Tex.) Post. 





> 


Finest 
Runaboutsat $125 


with highest grade material 
throughout, Gracefully arched 
axles of high carbon steel, 


onoagg reaches and spring 
bars, latest style seat, wing 
dash and nest quality 
rubber tires, with high heel 
shafts, $125. Cheapest Run- 


abouts $100, $85, $75, $60, 
$50 


Harness—at wholesale 
prices. We positively dupli- 
cate the prices of any cata- 
logue house selling honest 
goods and save you the ex- 
press charges. 


MOSEHART & KELLER 
The Big Buggy House, 


Franklin and Caroline Sts., 
Houston, Texas. 
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OsAWATOMIE, Kan. 
Editor Ready Made Department: 
DEAR Srr—I am enclosing two ads 
for your criticism. The one marked 
No. 1 was furnished the advertiser by 
an advertising firm in Chicago; No, 2 
was written by me. I am a student 
of advertising and a close reader of 
the Little Schoolmaster, and as this is 
the first I ever wrote for print I shall 
be very glad to have your criticism in 
some tuture issue. 
Very truly, 
(Signed) F. A. BAKER. 








There isn't any chance for an 
argument—number two has a 
walkover. To begin with, the il- 
lustration and headline in number 
one (a boy in the act of catching 
a ball, and the words “a short 
stop”) were so planned that an 
ad of any business could be 
hitched on to them and seem to 
belong with them. Thusly : 
“A short stop at Hennessy’s will 
convince you that his line of ales, 
wines and liquors/is the best in 
Boozeville,” etc. And: -‘A short 
stop could not be more pleased 
at catching a “fly” than you will 
be when you eat one of Sniggle- 
fritze’s juicy steaks,” etc. By 
this method various dealers in 
the various things required by 
humanity, from birth to the grave, 
each get an electro from the same 
“original” cut, the same powerful 
headline and pretty much the 
same kind of an _ argument. 
What does a small boy with a 
large baseball mit suggest? Any- 
thing about headaches? Any- 
thing about sight? No; if he 
suggests anything at all it’s the 
national game. In short, he and 
the fool headline lead the mind 
straight away from the subject, 
when the whole purpose of the 
advertiser is to concentrate the 
reader’s attention on eye troubles 
and their treatment. Number 
two, the work of one who con- 
fesses his inexperience, goes 
straight at the subject in the very 
first line, hands out a few tangi- 
ble statements, quotes a _ price 
and) quits. Number one was 
made in some ad factory that 
sells a dozen or so for two dol- 
lars and has to make them more 
or less interchangeable in order 
to make any money. Number 
two was made by hand, and in- 





experience was more than offset 
by painstaking care. 





This is number one, minus the 
boy shown in the original: 


A SHORT STOP. 

Is that what you desire for that 
nerve-racking headache of yours caused 
by your eyes? 

In addition to being able to relieve 
you of this exasperating trouble, we 
may be able in all probability to cure 
your eyesight trouble by the proper 
prescription in lens—undoubtedly we 
can arrest the progress of the trouble 
anyway. 

We give free examination—Don’t 
you think it would pay you to call and 
see what we can do ies you? 

J. O. VanVOORHIS, 


Jeweler and Optician. 





This is number two: 


DO YOU HAVE THE HEADACHE? 


Many persons have suffered for 
years with headaches to find out at 
last that, it could have. been avoided 
7 wearing properly fitted spectacles. 
If you are one of these sufferers, you 
should consult me at once. I will 
test your eyes free and give you my 
honest opinion as to whether you need 
spectacles or not and guarantee you 
a perfect fit if you buy of me. From 
$2 up.I can furnish you with proper- 
ly fitted spectacles or eye-glasses that 
will almost immediately relieve the 
headache and make you feel better, 
see better and look better. 


J. O. VanVOORHIS, 
Jeweler and Optician. 





Telephone Talk, from the 
(Me.) Daily Commercial. 


You Needa 
Telephone in 
Your House 


whether ‘you live in town 
or country. Just think, in 
case of sickness or accident, 
how quickly a doctor can be 
called. In case of fire a 
few words will bring help. 
So easy to talk to your 
friends or relatives even if 
they live miles away. 
Tramps and burglars keep 
away from a house that has 
a telephone. 

The farmer who uses his 
telephone can find out in 
advance the market value of 
his product, saving time and 
expense. 

We are introducing our 
telephones in your section. 
Let us send our - booklet, 
also particulars how to have 
a telephone service where 
you live, 


S. H. COUCH CO., Ince., 
Boston, Mass, 


Bangor 
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Good One for a Good Washing Ma. 


100 W. 73d Street. i 
chine—“Automatic Laundress.” From 


Editor Ready Made Department: 


Dear S1r—Your criticism will great- 
ly oblige a subscriber of your valu- 
able medium. Yours anpreciatively, 

(Signed) Louis Ernest Joncas. 


To be perfectly frank, I think 
the booklet which came with the 
foregoing letter is a pretty com- 
mon sort of a job—nothing like 
as good as it should be to at- 
tract and hold the attention of a 
woman. It’s a corset booklet of 
twenty-four pages and cover, and 
the “ordinaryness” that shows in 
the irrelevant and mussy-looking 
design on the front cover, runs all 
the way through the half-tones 
on the inside pages. 

The half-tones are oval, show- 
ing full-length figures. Outside 
the oval is a square background 
of black, and on the edges - of 
that is a still blacker border. In 
some cases the furniture in the 
room with the lady who is posing 
in the “D & A” corset, becomes 
so confused with her figure that 
you can’t be quite sure where the 
lady begins and the furniture 
leaves off. It would appear to 
the casual observer that the art- 
ist who made these drawings 





the Pittsburg Gazette-Times, 








Economize. 


oe labor, time and 
mone 

? the Coffield Motor 
Washer do the work. City 
water works it. Does ll 
the hard work—saves half 
the time—and without wear 
on the garments. Pays for 
itself in a short time by the 
saving in wear on _ the 
clothes. You can trust the 
Coffield with your finer fab- 
rics, It won’t damage a 
thread—but will clean them 
all. It’s an Automatic 
Laundress that satisfies. The 
more particular you are the 
better you will like it—for 
it’s a particular machine for 
particular people. Gives the 
garments a snowy whiteness 
that can’t be equaled. 

We claim a whole lot for 
this machine—and _ stand 
back of what we claim. We 
will F nige a machine in your 
laundry for your next wash 
day without cost to you— 
you try it—if it don’t sat- 
isfy you we'll remove _ it. 
Phone us to-day—or call. 
P. T. COFFIELD & SON, 

602 Fifth Avenue, 
Pittsburg, Pa. 








How To Make a Good Ad Without 


made up his mind that he would wf 

ee : Talking About Four-dollar Hats for 
make artistic pictures, whether] ¢,.98.° From the Philadelphia Bul- 
the corsets got a decent showing|  letin. 





or not, and he “fell down,” 
that. Also and furthermore it 
looks as if the engraver was try- 
ing to see how much he could 
make on the job, and that the 
printer forgot altogether the need 
of “making ready.” 





A Friend of Printers’ Ink Sends the 
Following Ad, and Says: “Too Many 
‘If's’ and Not Enough ‘Why’s.’ How 
Is Anyone To Know the Answer To 
All These ‘If’s’ if the Ad Doesn’t 
Tell Them?” In Other Words, 
“What's the Answer?” I Pass. 


“Tf.” 


1—If our rate of interest 
on deposits is high enough, 

2—If our rate of interest 
on loans is low enough, 

3—If the accommodations 
we afford are satisfactory, 

4—-If you are not already 
a customer, then we invite 
you to become one. 


re ae 





34 Dorrance Street, 
Providence, R. I. 











at} | 





Men, Come Here 
for Straw Hats! 


Thousands of “level-head- 
ed’ men come here for 
their Straw Hats, having 
learned that we are always 
sure to have the _ exact 
shape, size and _ proportion 
required, at the right price. 
This is Straw Hat Head- 
quarters, unquestionably — 
andthe remarkable activity 
of the week is expected to 
reach a climax to-morrow— 
: should be our greatest 
a 


y. 
Try to be here early: 
Soft Milans, Split. Braids 


and Mackinaws, “throw- 
brim’—$1.50 to $4. The 
Leghorn Telescope Hats — | 
$5. Split Braid Yachts—$z2 
to $5. Sennit Yachts— | 
$1.50 to $4. Panama Hats 
—$5 to $25. Fancy Hat 
Bands—soc. each. ‘Men’s 
Caps—soc. to $3.50. | 

STRAWBRIDGE & 

CLOTHIER, 
Philadelphia, Pa, 
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Kinner Rides His Hobby Again, in the} A Good One for Cool Clothing. From 
Danbury (Conn.) News. the Danbury (Conn.) News. 








Part With 
Your Corn. 


There may be once in a 
while some peculiar variety 
of corn that Kinner’s Liquid 
Corn Cure will not remove, 
but such instances are rare. 
The most stubborn _ speci- 
mens usually yield after a 
few applications. 

This is a little remedy 
that loosens the corn from 
the healthy flesh without 
pain, soreness or any in- 
Jury whatever. : 

afy to use, certain in 
results and guaranteed, 

Price, 25 cents. 

KINNER & BENJAMIN, 
Two stores, 
Cor. Main and White Sts., 
173 Main St., 
Danbury, Conn. 





Some 
Good Hot Day, 


when you feel that any 
clothes are a trial, and you 
wish the law didn’t require 
them, just drift in here and 
see some of the thin, tropi- 
cal-weight suits—coat and 
trousers—that we’re showing 
for the use of sweltering 


fabrics—you can’t 
uite see through them, but 
the air gets through. made 
in perfect style; and _ tailor- 
ing that keeps the clothes 
correct. 
Prices, $8 to $20, 


JOHN F. WOODRUFF 
& CO., 

231-3 Main Street, 

Danbury, Conn. 











A Strong Point Not. Often Made in 
This Kind of an Ad. From the 
Williamsport (Pa.) Sun. 


Short and Sweet. From the Glovers- 
ville (N. Y.) Leader. 
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ats for 
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Berry Pies. 


Extra good Strawberry, 
Blackberry, also Cherry Pies 
are made here, fresh daily. 

They are carried on the 
Yellow Wagons—12_ cents 
each. 

PETER’S, 
The Leading Baker, 

15 Washington Street, 

Gloversville, N. Y. 





Strong In “Local Color.’ From 
Kansas City Star. 





Fire and Smoke 


coming from the Ridge 
Building Tuesday morning 
caused the customary ex- 
citement and anxiety—think 
of the experience of San 
Francisco’s citizens — take 
heed of the warning of 
every fire, big or little, and 
put your papers and "valu- 
ables in the Fidelity’s Great 
Armor-plate Vault. 


Costs only 11-3 cents per 
day—saves ‘loss and worry. 
Don’t delay! Satisfy your- 
self of its superiority. 


FIDELITY TRUST - CO., 
“Under the Old Town 
Clock,” 


Kansas City, Mo. 





Willing 
To Serve. 


As a_ general rule the 
competent man is not will- 
ing to serve as the executor 
of an estate; the demands 
upon his time are too great 
in other directions, 

The incompetent man you 

do not want. 
_ This. institution is organ- 
ized for o such work, 
and has able men in charge 
of all business and estates 
intrusted to it and is al- 
ways willing to serve. 


SUSQUEHANNA _TRUST 
AND SAFE DEPOSIT 
co VY, 


Williamsport, Pa. 
Charter Perpetual, 














From the Trenton (N. J.) 


rue American. 


Daily 





Let Us Paint 


your home, your room, your 
porch, your “anything else” 
that needs painting, and 
we'll do our level best to 
show why a J. D. Margerum 
& Co. job is so much better 
than the ordinarv. 

he price won't show it, 
but the work wi 

nd we’re ready, to tackle 
any contract be it big or 
little, Now. 


J. D. MARGERUM & CO., 
Ss. > and Market, 


hones is, t. 
‘Geman 























48 
ALLEGED HUMOR. 





A DROP FROM KENTUCKY.— 
Some of us are made on the order of 





billboards—a_ fflashy front with a 
vacant lot behind.—Hogwallow Ken- 
tuckian. 

ON THE HONEYMOON.—Mrs. 


Newlywed—-Is this my Jack’s? 

Accommodating Waiter—No. ma’am; 
dat’s yoah Pettijohn’s, ma’am.—Har- 
vard Lampoon, ; 





IN PRINTER’S PARLANCE.— 


“John,” said the printer’s wife, as he 
came home with a black eye, a cut 
nose, and a bandaged jaw, “where on 
ou get that display head 
rinter. 


> 


earth did 
—Master 


READ GENTLY, GENTLE READ- 
ER.—The office boy had pied the first 
page by dropping the form down two 
flights of stairs. “I wish,’’? murmured 
the gentle editor, ‘that you had broken 
the news more gently.”—Office Topics. 





USURPING THE EDITORIAL 
PREROGATIVE.—Editor (to - caller 
who has been airing his views)—Look 
here, are you the editor of this paper? 

Caller—No, no; certainly not. 

Editor—Very well, then; don’t stand 
there and talk like a fool!—London 
Sketch. 





REALISM.--“Up in the tower of 
the Times Building the city editor was 
dashing off his leading editorial,” says 
Arthur Train in a “realistic” maga- 
zine story of newspaper life. When 
Mr. Train tackles a sea-story he will 
robably make the captain go upon the 
Ceidee and oil the engine.—Louisville 
Courier-Journal. 





HIS LIMIT.—“‘Gwendolen,” said 
the editor’s assistant, “‘you’ve just got 
to listen to me. I won’t be put off 
any longer. I Pe 

“Geoffrey,” interrupted the young 
woman reporter, blushing beautifully 
but tapping her foot impatiently, “I 
won’t listen to you unless you can get 
it inside of two hundred  words,.”— 
Chicago Tribune. 








HANDING THEM A _ LEMON.— 
The, editor sat in his office whence 
‘ all but him had fled, and he wished 
that every dead-beat was in his grave 
—stone dead. His mind then wan- 
dered far away to the time when he 
should die, and his royal editorial soul 
go scooting to the sky; when he’d 
roam the fields of paradise and sail 
o’er Lew +9 seas, and all things glori- 
ous would combine his every sense to 
lease. He thought how: then he’d 
ook across the great gulf dark and 
drear, that’ll yawn between his happy 
soul and those who swindled here, and 
when for water they would call, and 
in agony they’d caper, he’d shout to 
them: “Tust quench your thirst with 
the due that’s on your  paper,”— 
Aroostook Republican, Caribou. 





PRINTERS’ INK. 


THOROUGH PREPARATION.— 
“You say you are giving your son a 
thorough classic education, supplement- 
ead by a course in ten modern lan- 
guages. What profession do you ex- 
pect him to follow?” 

“He hones to get a job doping out 
names for cigars, sleeping cars and 
apartment buildings.”—Cleveland Lead- 
er. 

HANDY WITH THE _  KING’S 
ENGLISH.—“Have you sold your 
country villa yet?’ 

“No; I’m not going to sell it now.” 

“How’s that?” 

“\Jell, I gave instructions to an 
agent to advertise it for sale, and the 
description he wrote of it was so en- 
chanting that I couldn’t make up my 
mind to part with  it.”—Michigan 
Tradesman. 





.TO BE EXACT.—“What’s _ that 
sign you’re making there?” asked the 
grocer, 

* ‘Fresh Eggs’ ” 


lerk. 
“H’m! Make it read ‘Fresh-laid 
Eggs’ while you’re about it.” 
“What for? Everybody knows the 
eggs were fresh when they were laid.” 
“Just so, and that’s all it’s safe for 
us to say about’ them.’—Catholic 
Standard and Times., 


replied the new 
c 





PROSE AND _ VERSE.—Writing 
this way at so much a word hardly 
would pay. Writing this way? Never! 
Nay, nay! It is absurd writing this 
way at so much a word 

Still, 

I am of the opinion 

That 

It is a 

Good deal honester 

Than calling this kind 

Of 

Stuff 

Poetry and getting so 

_ 


Line 


For it. 
Eh?—Life. 





UNADULTERATED | SAND.—“The 
late. Thomas Beecham,” said an_ad- 
vertising agent, “spent over half a 
million a year on ads. He wrote, up 
to the age of 75, his best ads himself. 
He was a witty old gentleman. They 
tell a story about him and a grocer. 

“The grocer was guilty of some 
rather sharp practice on Mr. Beecham 
one day and the latter stamped out of 
the shop roaring: 

“*You’re a swindler, and I’ll neve: 
enter your doors again.’ 

“Next day, though, he came back 
and bought five pounds of sugar. 

_ “Dear me,’ said the grocer, smiling 
in a forgiving way, ‘I thought you 
were never going to enter my door 
again. 

““*Well, I didn’t mean to,’ said Mr. 
Beecham, ‘but vours is the only shop 
in the place where I can get what | 
want. You see, I am going to po! 
some bulbs and I need sand,’ ”— 
Chicago Chronicle, i 
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